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BOOT and SHOE 


Parade Majorettes Engineer Boots 


Wellingtons 


when you sell boote...it pays to sell Acme! 





@ it was Acme who brought a tremendous 
line of fine boots within reach of all America, 
youngsters and adults alike. It was Acme 
who created a demand for them with ad- 
vertising far greater than ever dreamed of in 
the boot industry. It was Acme who gave 
dealers displays, admats and other store 


material to help merchandise the world’s 
best known brand of boots. 


There are many lines of Acme Boots 


all created with Acme's unequalled 
bootmaking skill and marketing know- 
how. For repeating sales and growing 


profits . . . it pays to sell Acme! 


WORLD’S LARGEST BOOTMAKERS 
Out-of-Doors 


Cowboy Boots ACME BOOT COMPANY, Inc. 


Clarksville, Tennessee 


boots belong in today’s practical, comfortable, colorful way of living 





From the 
Colonial 
Sketchbook 


An Albanese original 
in Colonial Black 


y ‘ SY Colotan...asmooth 
Fa dress side leather... also 
available in all fashion colors. 
/ + © 


TANNING COMPANY, INC., Boston 11, Massachusetts 





In Stock 60321 


Patent Leather 2-Way Combination In Stock 472 

Strap. Leather Sole. . Sank at lord 
joys’ Blac gonquin Plug Oxford. 

0321-4 to 6 B,C, D&E Rubber Heel. Leather Sole. 


0321 — 62 to 8B, C, D&E 12% to 3 A, B, C, D & E..55 Last 
Spring Heel 342 10 6 A, B,C, D&E... .55 Last 
60321 — 8/2 to 12 A, B, C, D&E : 62 to 10 A, B, C*, D& E.. .55 Last 
Spring Heel Z : Also in stock in Brown, No. 436 
60321 — 1242 to3 A, B,C, D&E ‘ 
Leather Heel 26 Last 


Can be worn as a regular 


ple Ser en : Summertime — Funtime is Kali-sten-iks time. 
straps and replacing them in 


with rosettes which are ~ i * =. 
i gpa | Quality crafted Kali-sten-iks shoes 


_ can be a capital asset in your store too. 


THE GILBERT SHOE Co. THIENSVILLE, WISCONSIN. 
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3. 
. : are aa THE NEW IN FASHION 2. 
When you have styles that sell, when \ WHEN IT 1S NEWS NATIONALLY 


#1 VALUE SHOE ADVERTISED 


turnover is high (many stores say even 
P IN ITS FIELD 1 


more than 4.1), when markdown is below 5 COMPLETE 


national average, when you have the HIGH RATE en 
—— aB° y TURNOVER 


ability to sell women of all ages, for all ; 


LOW RATE 


occasions — you have profitability. MARK-DOWNS 


41 eevee 10. 
: PRODUCT 


POUERICAV IRL. sists es 


REPRESENTS VOLUME PRICES 


SHOE ENTIRE LINE $6,99-$11.99 
288 A Street, Boston, Massachusetts + Div.: Consolidated National Shoe Corp. THE LINE FOR SMART OPERATORS 
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SUEDE brings fashion 
excitement to the season ahead. 
A new, irresistible look 

is given shoes styled 

in TAN-ART Suede... 

the leather with such 


luxurious nap. 


Like a well-kept putting green, 
TAN-ART Suede has a tightly packed 
pile of velvety texture, 


vibrant and deep in color. 


Top-quality shoe houses use TAN-ART 


Suede Kid consistently. 


“KD ON... A DT 
TAN-ART 
SUEDE KID 


TAN-ART CO., INC. 
division of 
G. LEVOR & CO., INC. 
GLOVERSVILLE, N.Y. 
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Complete Shoe Comfort, Quality 














fr 
NT. WT 1 1 1 ei Ala ame ae 


i vt li 
with the Fine Family of (%ewr FOAM cote’ 


foam-on-fabric 


A final touch giving extra comfort, extra quality to every shoe 
you make is a FOAMcote product wherever foam-on-fabric is required. 
* Right Thickness * Right Density 
* Right Fabric %* Right Color 
FOAMcote is an extensive, special-feature . - 
line selling at competitive price. If our ras 
standard line cannot cover your needs we 


offer customized fabrication. Write today for 


Send your order and your deadline—Crown fills both! handy sample chart! 


TOW? / RUBBER COMPANY, Fremont, Ohio 
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NEOLITE BOTTOMS | 
IN SOLE TESTING. 


Pi ge 

: ante: Pc ee, : a oe ; 
Pupils at the State Street School enjoy lots of outdoor activity. 
Softball and other games rough on shoes are played during recess 
periods and after school hours. This rough wear on concrete pave- 
ment and stony dirt playing fields puts soling to the toughest pos- 
sible test. NEOLITE Soles come out a winner every time... they give 
twice the wear of ordinary soling material. 


Gleb on it! NEOLITE wae onvy ay 


NEOLITE, AN ELASTOMER-RESIN BLEND, TM.—THE GOODYEAR TIRE & RUBBER COMPANY, AKRON, OHIO 
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COME OUT ON TOP 
_ AT THIS WINDSOR, VT. SCHOOL! 


CONTINUOUS IN-USE TESTS KEEP PROVING 
THAT NEOLITE GIVES TWICE THE WEAR 
OF ORDINARY SOLING MATERIAL! 


NEOLITE has won lasting fame for its long-lasting qualities. 
And our policy at Goodyear is to make sure that NEOLITE 
continuously deserves its fame. That’s why we keep testing 
NEOLITE by every scientific device. But we go even further: 
we continuously put NEOLITE to the severest test of all— 
actual use by active school children. 

For example, boys and girls at the State Street School, 


Children at the State Street School Windsor, Vermont, wear shoes soled for testing purposes— 


marching back to class after recess. one shoe with NEOLITE, the other shoe with ordinary soling 
The NEOLITE Comparative In-Use 


Tests are based on regular everyday material. And the test records show time and time again that 
activities, the true conditions under the ordinary soling wears through long before NEOLITE shows 
which children wear shoes. any significant signs of wear. 


Watch the award-winning GOODYEAR THEATER on TV every other Monday evening 





UNRETOUCHED PHOTOS 
THAT TELL THE STORY! 


ms Inside a typical classroom 

These Windsor, Vermont, chil- 

dren lead well-balanced lives 

| ...they get plenty of outdoor 
play and fine schooling. 


Right and left soles of the same pair 
of shoes. Left: Ordinary soling.. . 


PA 

=a completely worn through. Right: 

\yW NEOLITE . . . soling intact, good for 
many more months of wear! 
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THE QUALITY LEATHER 


Ohio’s famous black calf... | 


the world’s finest 


| 


LEATHER CO. GTRARD, OHIO 
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Color Analysis \UMPy NG-u ACKS” 





























—Through the ages it has become a proved fact that | “We're accustomed to 


color affects one’s state of mind, emotions, will to 


buy. Everybody has his own theory. Here are a few | UMP) " lacks” 
that we have culled: | 3 NG = 
—Red is the action color. Blue is the coolest color fast tempo! 
but it has attention-getting-value. Green is alive— 
suggests vigor, life, growth. Lavender, purple and 
orchid suggest royalty, richness and quiet, sure move- 
ment. Brown suggests warmth and jollity.” (Postage 
Stamp) Dear Joe: 
—Studies indicate that people fond of many enn Sitigien: eek naka. ea. 44 
colors enjoy the company of others; are self-suffi- 
cient; have dominant personalities. Courting Blue— Monett and feel very optimistic 
an old Mennonite custom: A blue door means a about the coming school season. 
marriageable daughter. Impulse Buying—Men are | Since being with you, I've had 
more ergo than ie and — ~~ another long session with John 
serena to those 7 isp bettie blue labels. Matherly, and there's every indi- 
(American Cyanamid’s Leather Lines) 
cation that we're right and ready 
for a bang up school opening. 


Says Paul Montgomery 


Buyer JOSLIN'S 
Denver, Colorado 


—Walter Hyman, vice-president of Maxwell Textiles, 
believes: “A woman’s psyche is showing when she 
picks out a print.” He says: “A woman is never com- No doubt you realize that since 


peared Saas si why . print attracts — but aon we took on JUMPING-JACKS we have 
t ge, s ‘ ty. 
pick it depending on her age, size and personality shown a sound, steady increase... 


—"“Conservative, elderly women often choose dark red for example our JUMPING-JACKS vol- 
roses with murky green stems, closely packed on a 
: : ume in '58 was 17% over '57. We're 


black background. For the young, outgoing type: 
Cooky-sized navy and red dots, splashed irregularly getting accustomed to this tempo 


over a white background. For the conformist, the | and it must continue as a steady 
introvert: White dots as small as the head of a pin, diet. 

massed in tidy pattern on a dark blue background. 
For the emotionally insecure: Big pink music sheets By the way, I'm certainly glad 
on white background. For the romantic: Stylized your shoe know-how is so much 
floral pattern in muted golds, burnt orange, moss better than your golf. 

green. Very feminine and old fashioned.” 





Regards. 


a 
— Liyei~ 7 
S13 feline, VAISEY-BRISTOL SHOE CO. 


Publisher Monett, Mo. 
Boot anp SHOE ReEcorDER 


—What is your favorite color? 
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The Authentic Source 


A.C. LAWRENCE LEATHER CoO. 


POSSESSES ETEHESHHEEHESHSHEHEHHTHHEHSEHEHESESESESESEEEEE EEE 


Chapter 6 


‘Tonaxa ... making a cow presentable to a lady! 


At A. C. Lawrence the search for better products is never 
ending. From this search has come the first leather made spe- 
cifically to meet the desires of women for a lighter, more supple 
shoe sole. It takes quality hides and quality control to make 


sole leather like this. 


The talented tanners of Lawrence supervise each step — from 
the expert blending of the tanning liquors to the ‘careful brush- 
ing and final rolling. But the beauty treatment of a cow takes 
more than this! There is a chemistry of tanning sole leather 


too, that uses such diverse ingredients as epsom salt, corn 








sugar and mineral oils. 


To control these steps so that the result is sole leather of 
unmatched superiority is the job of the master tanners of 


Lawrence — a job they do exceedingly well. 


Witness Tannage 77... 








Authentic 
Source 


Authentic 
Source 
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of Fine Leather 


TANNAGE 77... The Sole with the Built-In Flexibility 


Lawrence Tannage 77 is an important development in ad- 
vanced tanning skills. Amazingly flexible, this supple, lighter 
sole is ideal for the new, softer, more comfortable shoes. And 
the smooth texture of Lawrence Tannage 77 adds even more 
to its sales appeal. 


Lawrence Tannage 77 means savings to you — up to three 
cents a pair on production costs because it needs no flexing 
treatment. Buffs, bevels, and rounds easily, saving factory time 
and dollars. It’s the newest sole leather — created for the new- 


est shoes! 


A. C. Lawrence Leather Co., a division of Swift & Company 
(Inc.), 161 South St., Boston, Mass. 





TRE BETTER PART OF SETTER SHOZSe 
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@ Substantial Welt 
Savings 


e Higher Production 


@ Smoother and easier 
to operate 


a addition to substantial welt 
savings the Goodyear Inseam Sewing 
Machine — Model D provides smoother, 
faster operation, improved thread 
handling, and tighter inseams for all 
Goodyear welt shoes and practically 
invisible joints in sewed seat shoes. 


Automatic welt cut-off and controlled 
welt usage combine to give higher 
production at lower cost on all types 
of welt shoes. For sewed seats there 
are the added advantages that the 

welt butting or jointing operation is 
eliminated. Also, a continuous seam is 
sewn right over the welt joint for added 
strength at this point. 


If you would like to see more of the 
welting you buy sewed onto your 
shoes instead of in the trash can, 
this is a machine you should 

order now. 


Jdnited. 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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Mm AMERICAN CONTINENTAL 


Coes crafted by american designers 


AMERICAN 
CONTINENTALS 


MEAN MORE — 
SALES IN MEN'S - 
LEATHER SHOES - 


in Omerican Qeaithors 


sa5E + g2i He Bs 
insight Hil hel 


= 
=< 
i 


This double-page spread — in full color — will be selling 
American Continentals to 3 million readers of November 
ESQUIRE Magazine. It emphasizes the fashion author- 
ity of new American Continental styling — the “more 
shoe” look in AMERICAN LEATHERS preferred by 
American men. 

Leading shoe manufacturers have endorsed this look. 
Their brand names will be featured in the ad. 

You have these shoes in stock! 

To further strengthen this promotion, Leather Indus- 
tries of America adds the impact of publicity and mer- 
chandising that will move your customers into action — 
and bring them into your store to buy! 

Sales figures prove that most of your customers are 
shopping for quality, not price. Don’t undersell your 
customer. 

Sell Quality! Sell Leather Shoes! Sell American 
Continentals! 

Pinpoint this promotion to your selling ! Send today for 
the FREE merchandising package — a complete kit of 
materials for point-of-sale action. 


Send your request to: 
LEATHER INDUSTRIES OF AMERICA 
411 Fifth Avenue, New York 16, N. Y. 





MORE PROFIT FOR YOU IN 1960! 


FROM Cuncst eps 


All-new Sun-Steps give you all 


the new fashion features customers look for. 


NEW LASTS_—. new slimness ... neater... trim- NEW COLORS — introducing “Nothing Colors” — 


the new neutrals . . . plus vibrant contrasting colors and 
color combinations. 


NEW STYLES — Exciting new designs, as the two NEW AD THEME _ wit tell your customers that 


shown here, will set a new pace in fashion for casual shoes. the newest steps in fashion are all-new Sun-Steps. 


mer... flatter—with barefoot comfort and freedom. 


Made only in 
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® 


Canvas shoes with these exclusive features which 


will be promoted in a great new advertising campaign. 


The new PF The new PF Double Exclusive rigid wedge feature 
Bob Cousy Captain Wearing Double Play for easier sales .. . extra profits 


recommended and autographed by the Nylon-reinforced army duck play shoes for men, 
world’s greatest basketball player. women, children give customers twice the wear— helps keep weight of body on outside of normal foot—de- 
This new action play shoe for everyday give you twice the selling power. creasing foot and leg muscle strain. The *Posture Founda- 
wear has the exclusive new “CIRCLE GRIP” Features: longer wearing bind, inside nylon toe tion RIGID WEDGE is exclusive! It’s the distinctive product 
molded sole for quick stop-and-go action in cap, exclusive SOCK SAVER counter for more advantage that helps you sell ‘'P-F'’ shoes over any other 
all directions ... only in Bob Cousy ‘P-F”’ comfort . . . less wear on socks. canvas shoes. 


shoes. yee : e In all standard colors, plus Tan Chino in women’s, 
Plus... © ‘‘P-F” Posture Foundation... juniors’, children’s—Olive in women’s 


the only canvas shoes with the Rigid Wedge. 
e Hygeen Cushion Insole. ¢ Ventilated 
army duck upper. 


B.EGoodrich and Hood brands 
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‘‘P-F’' RIGID WEDGE does what arch supports cannot do. It 





THE MAKINGS OF 


a spectacularly 
profitable season- 


FOR YOU! 


samen) bh... U 


mber by Stetson is more than 
a color and a shoe design. It’s a complete promotion 
that includes just about everything you could ask for 


to bring customers into your store. 


NATIONAL ADVERTISING in Esquire, Sports 


Illustrated, The New Yorker. Store display. Store mail- 
sexes sabia ib e 4 color postcard 
ings. Price cards. Tie-on tags. Newspaper mats. You 


. . e Tent t e price ta 
name it and we have it . . . for you. ype Pp 3 


And remember, this is a color and y at goes 
ao >| OES me HG @ Window display materials 
hand in glove with the national industry “black and 


brown” promotion which will be widely publicized. e Newspaper mats 
The early bird gets the shoes, so send that order in 
without delay ... for delivery early in September. 
Tue STETsON SHOE Company, INc., South Weymouth 90, 


Massachusetts. 








National Advertising — 
for “Burnt Umber” 


Sports Illustrated — Oct. 19 
New Yorker — Oct. 12 © Esquire — Nov. 
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and the 


of the hour 


In-Stock 

#1521 — Burnt Umber 
Calfskin 

#1520 — Black Calfskin 


100 STYLES IN STOCK 


RETAILING FROM 


STETSON’'S STYLE RELATED 
BURNT UMBER BROGUE 


CSTE 


tetson’s BURNT UMBER is the deep down, 

glowing brown of a beautifully colored 

briar pipe. And, in the BRENT, it is accented 

by the contrasting elegance of sophisticated 
black soles, heels, laces and trim. 

Notable, too, is the toe treatment not 

square, not round but subtly hinting of both. 


No question about it — Stetson’s style related 


ih 
Zu? 


BRENT goes remarkably well with a man and 
his clothes. Cash in on the powerful industry 
brown and black promotion with this spark- 
ling Stetson which will be nationally adver- 
tised in Esquire, Sports Illustrated and the 
New Yorker. Send your order now. 

Shoe South 


The Stetson Company, Inc., 


Weymouth 90, Massachusetts. 


THE STETSON SHOE COMPANY, INC., South Weymouth 90, Massachusetts 











Boys’ Shoes 








SHOES: Style No. 8314 
The William Brooks Shoe Company 
Nelsonville, Ohio 


LEATHER: Rueping’s 
TOMAHAWK No. 90 Black 


Alike in 
Leather, too! 


Father and son see alike in 

football and sports...and they agree 
on footwear, too...made with 
Rueping’s smooth, lustrous, 

aniline finished TOMAHAWK 

leather. Typical is this stitch and turn 
...custom crafted by the William 
Brooks Shoe Company, makers of 
“America’s Finest Shoes For Boys.” 
Choose Rueping’s TOMAHAWK 


leather...you'll like it! 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Report on the Moscow Exhibit: 
Despite All Interference, It’s a Hit 


Russia has tried hard to nullify 
the effect of the fair, a RECORDER 
editor found, but the exposition 
—and its shoe exhibit—are still a 
big success. Visitors to the shoe 
display are impressed but often 
skeptical about prices and avail- 
ability of the footwear shown. 


By WILLIAM A. ROSSI 


THE American Exhibition in 
Moscow—and particularly the shoe 
and leather exhibit—has proved an 
outstanding success despite exten- 
sive efforts by the Soviet Govern- 
ment and press to deter public in- 
terest. 

The shoe and leather section, 
sponsored by Leather Industries of 
America, has proved a crowd stop- 
per. Some 500 styles of American 
shoes, plus a wide variety of Ameri- 
can leathers and leather products, 
are on display. During the 40-day 
period of the exhibition, some five 
million Russians will have visited 
the many different exhibits contain- 
ing products and demonstrations 
representing a cross-section of 
American life. 

The exhibition is being held in 
Sokolniki Park, about 15 minutes 
from the center of Moscow, as part 
of a “cultural” exchange plan—with 
the Soviet Exhibition being held in 
the Coliseum in New York. Atten- 
dance at the latter, however, will be 
less than one-fifth that of the 
American Exhibition in Moscow. 

Tickets for the exposition in Rus- 
sia are at a premium. They are 
being rationed by Soviet officials, 
and offers for available tickets are 
at scalper prices—50 to 100 times 
higher than the one-ruble official 
price. 


Muscovites Interviewed 
This writer, present on the Mos- 
cow scene, through an interpreter 
questioned man-on-the-street Rus- 
sians concerning their reaction to 
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shoemen. 


trends and merchandising. 





RECORDER Series to Cover Russian Shoe Industry 


This article is the first of a series by William A. Rossi, field editor 
of Boot anp SHoE ReEcorper, who has just returned from a three-week 
trip to the Soviet Union. Besides visiting the American National Exhibi- 
tion in Moscow—which he discusses here—Mr. Rossi toured shoe fac- 
tories, shoe stores and other facilities of the Russian shoe industry and 
talked to the Soviet man-on-the-street and government officials. 

Successive articles will report the results of this thorough study of 
shoe business operations in an area previously unstudied by American 
Among the subjects Mr. 
figures, shoe materials, comparative 


Rossi will cover are production 
costs, distribution methods, style 








American shoes, leathers and leather 
products. The overall impressions 
were as follows: 

Many were openly skeptical that 
the shoes shown had an average re- 
tail selling price of $10 or less 
(about 80 rubles, as compared with 
the average price of 200 to 300 
rubles paid by the Russians for 
their shoes). Some thought these 
were American “propaganda” shoes 
and prices. But the prices and qual- 
ity of American shoes left a marked 
impression on the Russians, includ- 
ing even the skeptics. 

The women were amazed at the 
needle toes and heels, and the reac- 
tion was divided. Just as occurred 
when this fashion was fixst intro- 
duced in America, the Russian wo- 
men wondered how their feet could 
be cramped into these toes. As to 
the needle heels, they sensed an “‘in- 
security” about them, even when 
told these heels were strong and 
safe. (Note: Most Russian shoes 
for women have round toes, though 
the tapered toe is being introduced 
for next year.) 

The women were greatly im- 
pressed by the vast variety of styles, 
patterns, heel heights, materials and 
colors of U. S. women’s shoes. But 
again there was some skepticism 
that these shoes were commonly 
available. (The Russians often see 
shoes displayed in their store win- 


dows which cannot be purchased in- 
side the store.) 

The younger Russian women were 
generally enthusiastic about Ameri- 
can shoe styles, hoping these would 
soon be available in the Soviet 
Union. 

Almost no Russian had ever seen 
alligator, lizard or snakeskin shoes 
as were on display. None of these 
leathers are used in Russia. 


Doubts Are Repeated 

The men’s shoes made a real hit, 
again because of the wide selections 
of styles and leathers. But here, too, 
were commonly expressed doubts as 
to price and availability. Ironically, 
some men asked why some Ameri- 
can shoes were so “heavy” looking— 
while on their own feet they wore 
clumpy, heavy shoes. They won- 
dered also about the “pointed” look 
of the toes. (Pointed-toe men’s 
shoes are being introduced in Rus- 
sia next year.) 

Children’s shoes proved very pop- 
ular, one reason being that the Rus- 
sian people have much affection for 
children, and hence, for products 
for children. Exhibition visitors 
were surprised at the number of 
low-cut shoes, especially for smaller 
children. Shoes for the very young 
in Russia are generally high topped. 
The dressy shoes for little girls 

(CONTINUED ON NEXT PAGE) 
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Moscow Exhibit a Hit Despite Interference 


(CONTINUED FROM PAGE 19) 

chalked up a high popularity score. 

The “thin” soles on many of our 
shoes, especially women’s, brought 
many comments. When told these 
were preferred in the U. S. and that 
they wore well, many Russians were 
skeptical. Shoes should have thick 
soles for good wear, they remarked. 
They found it hard to accept that 


Sixteen-foot-high towers covered with U.S. footwear absorb 
the attention of Russian visitors on both levels of two-story 
shoe and leather exhibit at American National Exhibition in 


most Americans, especially women, 
rarely have shoes repaired — and 
that the average American family 
buys 14 pairs a year. The common 
reaction to this: “That’s under- 
standable—because the American 
shoes must wear out so fast. This is 
a deliberate trick of the American 
capitalist shoe manufacturers.” 
This view was frequently regis- 
tered. However, the exhibit atten- 
dants firmly pointed out that the 
high consumption of shoes in Amer- 
ica is due to the ability to buy and 
have a relatively high shoe ward- 
robe—that is, a high shoe standard 
of living involving footwear adapted 
to various occasions and costumes. 
This idea, however, was difficult for 
the average Russian to comprehend. 
The American leathers on display 
were particularly impressive, espe- 
cially the wide selection of colors, 
textures, finishes, types and grains. 
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Russians constantly pawed and fon- 
dled the leather, which—by compar- 
ison to most Russian leathers—had 
a high-quality, luxury feel. 

The Russians saw these fine leath- 
ers translated into various end-prod- 
ucts: handbags, jackets, coats, 
gloves, shoes, etc. They were amazed 
that these excellent leathers and 
leather products could be so beauti- 


ful and yet so low-priced. 


American propaganda and cannot 
truly represent what is actually 
available to the American public” or 
“perhaps these are for the rich only 
but certainly not for the average 
American.” 

Almost amusingly, some Russians, 
after examining the leathers, asked 
where the “scientific achievement 
materials” (their name for syn- 
thetic shoe upper materials) were. 

The Russian Government has 
strongly propagandized substitute 
shoe materials as “a scientific ad- 
vancement’’—failing to tell the peo- 
ple they cannot hope to supply 
enough needed leather for shoes now 
or in the foreseeable future. They 
have bamboozled the public into be- 
lieving that the substitutes are bet- 
ter than leather. (Note: About 70 
per cent of Russian shoes are now 


made of leather, 30 per cent of syn- 
thetic or plastic uppers. As Soviet 
shoe production rises, a greater pro- 
portion of synthetic upper materials 
will be used; otherwise shoe produc- 
tion will be hopelessly bottlenecked. ) 

The Soviet Government and press 
went to great pains to nullify the 
effect of the American exhibition 
on the Russian people. Some of 
these tactics were the grossest kind 
of poor sportsmanship. 


Moscow. Visitors to 4000-cubic-foot display can twirl the 
towers and turn a large "ferris wheel" of shoes. More than 
500 shoes plus 100 hides are shown. 

There 
were comments that “surely this is 


For example, the exhibition area 
was supposed to be given over com- 
pletely to the American exposition. 
But the Soviets built an extensive 
horseshoe-shaped exhibit of their 
own around the American exhibi- 
tion, displaying products of their 
own, pump-primed by propaganda to 
the effect that the Soviet Union has 
anything that America has. The 
Russians had a shoe exhibit, but it 
contained shoes that could not be 
purchased in any Russian shoe 
stores. And it is doubtful even that 
the shoes were Russian-made. 

While the American exhibition 
was going on, the government 
launched a consumer goods exhibit 
in the huge Lenin Stadium (seating 
capacity, over 100,000) plus another 
large, industrial exhibition. Again, 
this was to counteract the American 
exhibition. 

(CONTINUED ON PAGE 25) 
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New Haverhill Firm, Seymour Shoes, 


To Produce High-Style Novelty Line 


HAVERHILL, MASS.—A new company, Seymour 
Shoes, Inc., has been organized here to make 
women’s high-style novelty footwear. 

Heading the company is a father and son team, 
Seymour and Warren Weitzman. The former for 
21 years was associated with the A. S. Beck Shoe 
Company as executive vice-president in charge of 
design and product maintenance. 

Production is scheduled to begin just before Labor 
Day. Eventually it is expected that 150 workers 
will be employed. 


Three Chicago Firms Sign Agreement 
To Build $18 Million Shopping Center 


CHICAGO — Strength of the shopping center 
trend is supported by an announcement by three 
large Chicago merchandising organizations. Officials 
of Carson Pirie Scott & Company, Montgomery 
Ward & Company, and Wieboldt Stores, Inc., have 
signed an agreement to establish an $18 million 
shopping center, which may become the largest in 
the Chicago metropolitan area. 

It will be built on a 108-acre tract in suburban 
Mount Prospect. The three major stores will be 
triangularly placed around a mall, which will be 
covered. Once a person enters the center, he will 
never have to step out into bad weather to go from 
one store to another. 

Some 50 stores in all are expected in the project. 


Detroit Shoe Retail Group to Promote 
‘Ripple Sole Week’; Committee Named 


DETROIT—The Detroit Shoe Retailers Associa- 
tion will conduct a “Ripple Sole Week” promotion Oc- 
tober 4-10. Patterned after a similar week in Tucson, 
Ariz., earlier this year, the event will mark the 75th 
birthday of Ripple Sole inventor Nathan Hack. 

Harry Rosenfeld, president of the association and 
operator of Sibley’s Shoes, has named an arrange- 
ments committee for the observance. Members are 
Walter Magee, vice-president of the association; 
Sam Plotler, association secretary and owner of the 
Original Sample Shops; C. Guy Dixon, women’s shoe 
buyer for J. L. Hudson; Harry Eisenstadt, Phillips 
Shoes, and R. Stonebreaker, shoe buyer for Crowley 
Milner. 

Newspapers, radio and television will be used. 


Federal Industries, Inc., Vinyl Fabrics 


Maker, Names Public Relations Head 


BELLEVILLE, N. J.—Federal Industries, divi- 
sion of Textron, Inc., has appointed Jack A. Gotts- 
chalk as public relations manager. Federal is a 
major producer of vinyl coated fabrics used in the 
shoe industry. 

Mr. Gottschalk has been with the firm since 1957. 
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Slip-Ons Picked as Men’s Promotion 
Theme for Spring and Summer 1960 


NEW YORK—Men’s slip-ons will be the theme 
of an industry-wide promotion for spring-summer 
1960, the Men’s Promotion Committee of the Na- 
tional Shoe Institute has announced. 

Committee Chairman O. M. Pick of Florsheim 
Shoe Company called slip-ons “a growing but as yet 
widely untapped market.” They lend themselves to 
diverse interpretations, he said, and their uses can 
be dramatized in terms of ease, comfort and fashion 
trends. The NSI committee thinks the industry, in 
its tie-ins, should concentrate on slip-ons that are 
dressier than the traditional loafer. 

Committee members include: W. E. Freeman, 
Freeman Shoe Corporation; Stephen Heller, Wil- 
liam Hahn & Company; George B. Hess, N. Hess’s 
Sons; Charles Jones, Commonwealth Shoe and 
Leather Company; William O’Rourke, Brown Shoe 
Company; David Payne, Genesco, Inc.; Frank C. 
Rooney, Melville Shoe Corporation; Robert Shaffer, 
International Shoe Company; James Viccaro, Asso- 
ciated Merchandising Corporation, and S. L. Win- 
field, A. S. Beck Shoe Corporation. 


National Shoe Institute Trustees Briefed 


On 11 Promotions Underway or Due 


NEW YORK—A total of 11 shoe promotions have 
been launched this year or are being readied for the 
coming months, trustees of the National Shoe Insti- 
tute were informed at a meeting with their public 
relations counsel, the Lynn Farnol Group. Principal 
objective has been to make shoes the focus of fash- 
ion, not just an accessory. 

The three fall promotion themes—for men’s, 
women’s and children’s shoes—have been promoted 
strongly. In addition, more than 250 fashion editors 
attended the NSI’s Shoe Fashion Show last month, 
and some 3200 copies of a supplement entitled “The 
New in Shoes” were sent to U. S. newspapers at 
their request. 

A “Smiling Ankles” audition in New York, which 
selected the “most beautiful feet and ankles,” drew 
wide publicity recently. 


B. B. Walker Shoe Co. to Be Featured 


On Drew Pearson Television Program 


ASHEBORO, N. C.—The story of B. B. Walker 
shoes will be told nationally on a filmed TV program, 
“New Horizons,” featuring columnist Drew Pearson. 
Under tentative plans, the program was to be aired 
first on New York’s WNTA August 22 and shortly 
thereafter on 33 other stations throughout the U. S. 

B. B. Walker, president of B. B. Walker Shoe 
Company, and Leonard Richardson, secretary, par- 
ticipated in a filmed interview as a part of the 
program. A movie of the Asheboro factory will 
also be included. 
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Tanners’ Council Showing Pulls Peak Traffic 


Exhibitors at the Leather Show 
found shoemen interested in new 
developments and refinements. A 
TCA spokesman saw this as in- 
dicative of an upgrading in con- 
sumer taste, offsetting fears that 
increases in leather prices would 
spur the use of substitutes. 


NEW YORK—The need to resolve 
important economic questions and 
to seek the answers to style trends 
and directions were the basic rea- 
sons for a record attendance at the 
Leather Show, held at the Waldorf- 
Astoria Hotel, August 4-5. 

Irving R. Glass, executive vice- 
president of the Tanners’ Council 
of America, sponsors of the show, 
indicated, “We are seeing at this 
show the reaction to the basic and 
underlying elements that have been 
in the making during the past few 
years: the growth in disposable in- 
come; the shift of consumer interest 
from hard goods to soft goods, in- 
cluding shoes; and the recognition 
by all segments of the shoe and 
leather industries of the diversifi- 
cation of demand.” 

Consumers are looking for a vari- 
ety and diversity of leathers and 
styles, Mr. Glass said. Almost every 
tanner exhibiting at the show en- 
countered tremendous interest in 
new developments, specialties, re- 
finements, textures and colors in 
leather. 

“This indicates that concurrent 
with mass production, we are seeing 
a grading up of consumer taste,” 
said the Tanners’ Council official. 

This trading up, Mr. Glass feels, 
tends to offset fears that the ad- 
vance in hide and leather prices 
would bring about the use of a 
heavy increase in leather substi- 
tutes in shoes. 


Technical Progress Seen 
According to the Council spokes- 
man, an outstanding feature of this 
Leather Show was the remarkable 
evidence of accelerated technical 
progress in leathers for all shoe 
price ranges. Among the new types 
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of leather on display were washable 
whites for men’s and women’s shoes. 
These new, easily cared-for white 
leathers were widely sampled as 
forerunners of a significant style 
trend next summer. Another devel- 
opment of great interest to shoe 
manufacturers was leather with 
dimensional softness. This promised 
casual comfort of a glove-like fit 
combined with extremely high shape 
retention. 

As to price, Mr. Glass acknowl- 
edged that there has been an in- 
crease of from 100 to 125 per cent 
in raw material prices due to the 
short supply of certain leathers... 
especially calfskin. 

“Despite that increase and the 
resulting higher shoe prices,” he 
said, “shoes and leather are still 
cheap by any standard in any 
country ... especially one that has 
experienced the inflation we have 
had.” 

2 e . 
Women’s Leathers: Variety 

VARIETY has given added spice 
to women’s leathers for spring and 
summer 1960, as they were displayed 
in the Tanners’ Council showing. Va- 
riety in types of leathers, as well as 
in colors, is related to types of 
shoes. Shoes for the occasion will 
be much more clearly defined. There 
is much talk of very open shoes, on 
both high and very low heels; of 
spectators; of walking shoes; of 
flats. 

Two definite trends have been 
followed in the leathers and leather 
colors: the classic on the one hand, 
and the romantic and feminine on 
the other. The same trends appear 
in apparel. As a result, there will 
be closer coordination between shoes 
and clothes. 

In classic colors there are basic 
black, brown and true navy in 
smooth leathers, many in anilines, 
for early spring. For summer 
classics there are white, off-white 
and light neutrals. Opinion at this 
point is that brown-tan-beige and 
colors may take some volume from 
black this coming spring. 

There will still be plenty of de- 


mand for this basic color, however, 
since black patent leather is due 
for another very good season. The 
improved tannages of this leather 
will account for some of its strong 
appeal. The best patent leather no 
longer cracks, we are told, and the 
leather now “breathes.” 
True navy is in demand rather 
than the lighter, brighter blues. 
The position of brown for spring 
and as trim for summer depends to 
a large degree on how well it sells 
in all-over shoes this fall. It might 
then carry over strongly for spring, 
it is thought. Certainly the lighter 
shades, the beiges in varying tonali- 
ties, will be good. Gray is being 
sampled; the pale, by high-fashion 
houses. In the green family, in blue, 
in pink, in yellow, pale tones are 
included to provide a new kind of 
neutral called “toned neutrals.” 
All of these colors—dark basics 
and true and toned neutrals—can 
be called classics. Finally, add to 
them white and off-white. They are 
slated to be very strong next sum- 
mer—better than in 1959. They will 
be the right leathers for classic 
shoe styles, too. 
Chief among these is the specta- 
tor, due for an important revival. 
Another important revival is the 
opened-up shoe. This idea will be 
carried out in many ways, with 
openings in traditional open toes, 
sling backs, d’Orsay open shanks 
and all-over stripping sandals. 
Designs will also include other 
ways of opening sections of the 
shoe. Opened-up quarters is one 
way. White leathers will look new 
in such shoes. White lusters will be 
attractive in the dressier sandals. 
Colors, soft but definite, provide 
the “romantic, feminine” note for 
next spring and summer. Tanners 
of women’s style leathers have been 
unusually successful in their colors 
this year. Whitened or grayed, as 
they are being described, they still 
have character. A few may still be 
called “off-beat,” but that seems the 
wrong word for most of them. 


An interesting development is the 
tanning of several shades in a color 
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family so that they blend one into 
another to offer the prettiest and 
subtlest kinds of ombrés. There 
will also be contrasting trims, 
usually provided by white or near- 
white leathers, sometimes by black. 

If we should pick one word to de- 
scribe many of the women’s leathers 
for spring and summer, we should 
say that they had a soft sheen, on 
fine grains as well as smooth leath- 
ers. 

e a o 


Men’s Leathers: Black Ahead 


MEANWHILE, a picture of men’s 
spring and summer leathers seen at 
the Leather Show supports two 
principal conclusions: 

® Grains, whether provided by an 
aniline finish, boarding, printing or 
embossing, are fashionable. How- 
ever, the graining must be subtle, 
regardless of its method of applica- 
tion. Bold or heavy graining does 
not share the limelight. 

® Despite many predictions to 
the contrary, black will maintain its 
lead over brown. One tanner re- 
ported black had actually increased 
its lead from 55 to 60 per cent since 
the February show. But there are 
indications that brown surpasses 
black in the $16.95-and-over price 
range. 

Where browns are used they are 
invariably dark browns. The hues 
offered had such names as Dark 
Oak, Spice Brown, Burley, Hemlock 
and Larchwood. 

Tanners reported heavy accept- 
ance of the black-on-brown styling 
among manufacturers; a high pro- 
portion of browns are antiqued in 
the finished men’s shoe. Lighter 
leathers are thus darkened and tan- 
ners said they seldom see their 
lighter browns as such in the fin- 
ished product. 

The most fashionable finish for 
the men’s shoe leathers is the ani- 
line finish. 

Brushed leathers continue strong 
for spring. A sidelight on the boom 
in brushed leathers reveals a fac- 
tor supplementary to their fashion- 
ability: many manufacturers have 
increased their purchases of brush- 
ed leathers to hold down their costs 
to the tanner and prices to the re- 
tailer. It seems necessity remains 
the mother of invention. 
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Style Conference Hears Advertising Woman: 


Product Innovation Urged at NSRA Session 


NEW YORK — Genuine product 
innovation rather than fashion 
change is required to answer the 
“Great American Question 
What’s Next?,” Margot Sherman, 
vice-president of McCann-Erickson, 
Inc., advertising agency, said in giv- 
ing the feature address at the semi- 
annual women’s style conference of 
the National Shoe Retailers Associa- 
tion. 

“There is a difference between 
product innovation and fashion 
change,” Miss Sherman said. She 
held a totally new last to be an ex- 
ample of innovation. Innovations 
lead to equally new designs and 
new markets, Miss Sherman added. 
She said the failure of the shoe in- 
dustry to look to its potential mar- 
ket for its ideas might have con- 
tributed to the capture of a portion 
of the American market by Italian 
manufacturers and designers. 

Citing innovations by a cosmetic 
manufacturer, a producer of elec- 
tric appliances and others, Miss 
Sherman showed how non-fashion 
businesses have increased their sales 
enormously by making a new prod- 
uct, finding a new market, or dis- 
covering a new way of using an old 
product. She considers shoes for 
teenagers a market that has not 
been sufficiently developed. 

The second half of the NSRA 
Style Conference was conducted by 
the fabric and shoe editors of 
Glamour magazine. Meg Markley 
reported on spring colors and tex- 
tures in the spring apparel fabrics. 
Two groups of colors will be used— 
somewhat muted bright colors and 
the very pale companion shade of 
each. 


Colors Are Listed 


These are the colors: gray, new 
lightened neutral; green-gold, off- 
beat neutral for three-seasons’ wear 
in every kind of fabric; green in 
silks, linens, cottons; slightly blued 
red for resort, spring city dresses 
and coats; orange, very exciting in 
every range in tweeds, stripes, sol- 
ids; yellow, young fashion color for 
sportswear and separates; coral, very 


good for both city and country; and 
blues from periwinkle to pale pastels 
in all fabrics and mixtures. 

In textures, woolens are very 
loosely woven with a hand-loomed 
look. Tweeds are color with color, 
color with white or off-white. There 
is a crisper feeling in suitings. The 
look and feel of silk, silk broad- 
cloth and silk linen is important in 
both pure silk and blends. For 
sportswear there are all the classics: 
cords, oxford cloth, broadcloth, 
chambray, gabardine, denims, shark- 
skin and poplins. 


Stripes Important 


Tweeds are chiefly small and re- 
strained with color upon color. 
Small glens, checks, diagonals con- 
tinue but in new colors. Stripes 
are very important both woven and 
printed. They are color on color, or 
color on white. Prints are very re- 
strained with traditional or stylized 
motifs gaining. Florals are small and 
neatly spaced and mostly in one 
color family. Skirt lengths will re- 
main at one or two inches below 
the knee. Suits will be important, 
more tailored. 

Jean Sherwin, Glamour shoe ed- 
itor, listed the magazine’s choice 
of spring leather colors. Greige and 
tan are the newest American Neu- 
trals. Greige will blend with light 
apparel colors for resort and sum- 
mer. Tan will be good for resort 
and spring brights. Brown will be 
extremely strong for spring. It will 
be exciting in combination with 
white for late spring and summer. 

Honey and green will be the neu- 
trals for casual low and flat-heeled 
shoes. Red, softened and rosy, will 
look well with pink and red tones 
in clothes. Coral peach, yellow and 
blue are among the most important 
colors for resort in bare-heeled sil- 
houettes and flat-heeled play shoes. 
Black calf and black patent, bone 
and Flight Blue need no discussion. 
We all know how important they 
are, Miss Sherwin said. 

The meeting ended with a show- 
ing of coordinated costumes and 
shoes for the first half of 1960. 
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Allied Show Registration Sets 


Some 4000 visitors inspected the 
1500 new items intended for 1960 
spring shoe lines. Exhibitors said 
customers’ response was “very 
satisfactory” despite a moderate 
increase in prices at the show. 


NEW YORK—tThe greatest reg- 
istered attendance in its 22-year 
history was chalked up by the Allied 
Shoe Products Show, August 1-4 at 
the New York Trade Show Building. 
Observers felt this established the 
show as one of the shoe industry’s 
most efficient and streamlined oper- 
ations for both buyers and sellers. 

Some 4000 shoe manufacturers, 
stylists, supplies and material buyers 
visited the show. 

Over 1500 new products and items 
were exhibited by the more than 
200 exhibitors, all for application to 
spring 1960 footwear lines. 

Exhibitors reported “very satis- 
factory” customer response and re- 
action. Sampling and actual buying 
during the first two days of the 
show was 7 to 10 per cent ahead of 
last year. Some of the exhibitors 
also reported that earlier-than-usual 
delivery on supplies to shoe manu- 
facturers was specified—indicating 
that many manufacturers plan to 
launch their spring lines sooner and 
thus get off to a fast start for the 
anticipated boom season ahead. 


3-6% Price Hikes 

Moderate price rises of from 3 to 
6 per cent had gone into effect on 
many of the supplies before the 
show started. Since this was actu- 
ally the first price increase in a mat- 
ter of two or three years, there was 
little or no price resistance. 

At the mid-show meeting of the 
show’s Advisory Committee, it was 
decided the general chairman and 
the chairmen of the various commit- 
tees will continue for another show. 

Clarence R. Heyde, director of the 
Allied Shoe Products Show, reported 
that the next show dates have been 
confirmed as follows: Exhibitors 
will set up on Monday, December 14, 
and the show will open officially on 
December 15 and continue through 


24 


the 18th. (In the future, the shows 
are to be held in June and De- 
cember. ) 

Jerome Schlakman of American 
Biltrite Rubber Company is general 
chairman of the show. 

Displays at the Allied Products 
Show ranged from such completely 
practical items as self-forming 
counters and super-mold-type vinyl 
bindings to meshes in delicate rose 
designs for uppers of women’s dress 
shoes, and delicate rhinestone orna- 
ments. 

This is a show that normally pro- 
vides every kind of material that 
goes into shoes except genuine 
leather. And at the recent show, 
there were even a few exhibits by 
tanners who wanted to have more 
time to give their customers before 
the opening of the Leather Show 
three days later. 


Trend to Light, Flexible 


Producers of strictly functional 
materials showed the strong trend 
toward increasingly lighter, more 
flexible materials for soles, inner- 
soles and fillers. Several makers of 
non-leather solings had achieved a 
kind of product capable of being fin- 
ished to look like genuine finished 
leather soles. 

Lasts were of special interest to 
designers and stylists. It should be 
clear now that there is not one toe 
character that is “it’’ for the coming 
spring and summer. The general 
opinion is that double needles are 
continuing for dress shoes. Less 
sharp toes, sometimes snipped-off 
square at the tip, will be used on 
town shoes. The oval is still slated 
for tailored types on heels around 
18/8. 

Getting down to sport and low 
heels, more really square toes are 
liked. Style experts see good fash- 
ion and good sense in this differen- 
tiation of lasts. New lasts for open 
shoes have been developed in prepa- 
ration for a strong revival of this 
style. 

Heels also showed great variety. 
There were many heights, shapes 
and types. Very thin high heels are 
still preferred for dressy shoes. 


22-Year Mark 


Solid aluminum or half-aluminum 
will therefore continue to be impor- 
tant. Stacked leather or very con- 
vincing simulations are being pro- 
duced for the very important tai- 
lored shoe. The height is around 18/8 
and these heels are thick enough 
for a walking-type shoe. A very 
light plywood heel is being made by 
a leading heel manufacturer. 


‘Leather Replacements’ 


“Replacements for leather’ were 
numerous at the Allied Products 
Show in men’s weights and unlined 
women’s shoes as well as in lighter. 
These materials have been made to 
resemble all types of leather, plain 
and smooth, sueded, grains, reptiles 
and novelties of many sorts. 

Some fabrics were shown in the 
Trade Show Building. Others were 
exhibited by the members of the 
National Shoe Fabrics Association 
at the Hotel Lexington. These were 
the important types: meshes in 
many designs, straws and straw 
cloths, dyeable silks, linens and cot- 
tons and similar types, hopsacking, 
jute, a natural fiber of Egyptian 
origin, embroidered linens and cot- 
tons and some brocades and velvets. 
There was a revival of vinyl, espe- 
cially when used to enclose straw 
cloth and some lace. 

Trimmings and ornaments were 
very important at the Trade Show 
Building. They were, as usual, of 
many kinds. Dainty metal orna- 
ments, soft but not over-large bows 
and rhinestones were shown for 
dressy shoes. One or two ornament 
houses made a strong point of 
mother-of-pearl. For more tailored 
shoes larger metal or leather orna- 
ments and some buttons were used. 
For all the straw shoes there were 
many big raffia ornaments. 

Braids were of many kinds, ma- 
terials and colors. Elasticized braids 
were featured in a few places. So, 
also, was a stretchable woven braid 
and another color-fast type. 

Goring was used in shoes and 
pullovers in many different ways. A 
new type of swivel buckle and a 
slide fastener for plastic boots 
should be mentioned. 
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Moscow Exhibit a Hit 


Despite Interference 
(CONTINUED FROM PAGE 20) 


Ringing the American exposition 
were huge red banners proclaiming 
“Long Live Communism” and “Hail 
to the Glory of Lenin and the Soviet 
Union.” 

On book stalls surrounding the 
American exposition pamphlets 
were sold with such titles as ‘““‘Unem- 
ployment in the United States,” 
“Negro Lynchings in the U. §S.,” 
“America’s War Aims,” “Slums in 
America” and “Hunger in America.” 


‘False and Deceptive’ 

The Soviet press relentlessly, with 
daily regularity, nibbled away with 
criticism of the American exposi- 
tion. The gist of it was that the ex- 
hibition, as representative of the 
availability of products to the aver- 
age American family, and as depict- 
ing the American way of life, was 
false and deceptive. 

Professional hecklers and agitators 
—dozens of them—strolled through 
the exhibition every day. Their job: 
to harangue the American interpret- 
ers and embarrass the Americans 
before the crowds with questions 
that were strictly political and to- 
tally unrelated to the American ex- 
position of products. 

I personally observed or listened 
to these various anti-American ac- 
tivities. The conclusion of most 
Americans connected with the exhi- 
bition was: “The Soviet claim to 
sincere goodwill and better relations 
by way of an exchange of ‘cultural’ 
exhibits is fraudulent and the sheer- 
est hypocrisy. It appears that the 
Soviet Government’s greatest fear 
is perhaps not so much of American 
military power but of exposure of 
the Russian people to the compara- 
tively sky-high American standard 
of living.” 

Deservingly high praise should 
go to Leather Industries of America 
as sponsors of this Exhibit as well 
as to the many American shoe man- 
ufacturers and tanners who contrib- 
uted their products. A deep and 
lasting impression was made on the 
millions of Russian people who saw 
this exhibit. 
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Babcock Retires at Mishawaka, Joins Dunham 


CHICAGO—Glenn D. Babcock, 
president and sales director of 
Mishawaka Rubber Company, Inc., 
Mishawaka, Ind., footwear manufac- 
turers, has retired. Robert V. 
Cleary, vice-president since 1952, 
has been elected to succeed him. 

Meanwhile, Mr. Babcock has been 
made a member of the board of di- 


ROBERT V. CLEARY 


rectors of Dunham Brothers Com- 
pany, Brattleboro, Vt., shoe distrib- 
utors. Announcement of his election 
was made by George D. Mason, 
Dunham vice-president and _ trea- 
surer, at Mishawaka’s semi-annual 
sales conference in Chicago. The 
session was attended by the sales 
staffs of both companies. 

Mr. Babcock’s retirement from 
Mishawaka was in accordance with 
company policy requiring such ac- 
tion upon reaching age 65. He had 
been with the firm since 1912. He 
was appointed assistant manager of 
sales in 1930 and sales manager in 
1937. In 1945 he was elected a di- 
rector and vice-president and later 
the same year he was named direc- 
tor of sales. Upon the retirement of 
George W. Blair, he was elected 
president in October 1952. 

Mr. Cleary, his successor, joined 
Mishawaka in 1935. He was elected 
a director and secretary and trea- 
surer in 1948 and assumed the vice- 
presidency when Mr. Babcock moved 
up to the presidency. 

Max B. Barrick succeeds Mr. 
Cleary as vice-president. With the 
company since 1946, he was named 
general sales manager in 1955 and 


elected to the board of directors the 
following year. 

George C. Ussher, credit manager 
of Mishawaka, has been elected a 
director to fill the vacancy created 
by Mr. Babcock’s resignation. 

Since 1897 Dunham Brothers has 
acted as distributor of Mishawaka’s 
Red Ball footwear in New England 


GLENN D. BABCOCK 


and metropolitan New York. In ad- 
dition the company markets a line 
of leather shoes, casuals and slip- 
pers under the Dunham trademark 
through the eastern part of the 
U. S., and through distributors in 
Toledo, New Orleans and St. Paul. 
Dunham is also the exclusive 
agent in the U. S. for Greb Shoes, 
Ltd., Kitchener, Ont., and Moulded 
Footwear, Ltd., Bristol, England. 


New Plant to Double Capacity 
Of John Addison Footwear 


MARLBORO, MASS.—The capac- 
ity of John Addison Footwear, Inc., 
will be doubled when a new plant to 
be built in Wynne, Ark., goes into 
production, according to L. S&S. 
Dimou, treasurer and sales man- 
ager. 

Although construction has _ not 
yet begun, he said, company officials 
hope to break ground about Septem- 
ber 1. The new plant will manufac- 
ture the same type of men’s shoes as 
those currently being made in Marl- 
boro. With both factories operat- 
ing, the expansion move will enable 
the firm to turn out more than 7000 
pairs daily. 
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Recorder's Rossi Tells Industry Breakfast: 


Soviet Shoe Industry Is Second-Rate 


NEW YORK—Despite appreciable 
progress in production and technol- 
ogy, the Russian shoe industry ap- 
pears destined to remain second-rate 
compared to America and Western 
Europe in industrial efficiency, crea- 
tive styling and product quality, for 
a long time. 

William A. Rossi, field editor of 
BooT AND SHOE RECORDER, gave this 


Speakers at NSMA breakfast pose with officers of the association. 

Merrill A. Watson, NSMA executive vice-president; Earl Miller, government statis- 

tician; Joseph Stern, NSMA president and a speaker; William A. Rossi, field editor 

of BOOT AND SHOE RECORDER; James Nolan, NSMA technical director; Julius G. 

Schnitzer, of U.S. Commerce Department, and Iver M. Olson, NSMA director of 
marketing and statistics. 


report at the semi-annual Early Bird 
Breakfast of the National Shoe Man- 
ufacturers Association, August 4 at 
the Waldorf-Astoria. Mr. Rossi had 
returned two days earlier from a 
three-week trip to Russia to gather 
data for a series of articles in the 
RECORDER page 19). 

Shoe prices in Russia are fantas- 
tically inflated, Mr. Rossi said, ap- 
parently as a result of deliberate 
government policy to hold back pub- 
lic demand for shoes and also to 
help pay for the various “free” and 
low-cost services provided by the 
government. A pair of average 
men’s shoes costs $70 as against $10 
here, he pointed out. 

Mr. Rossi, who interviewed nu- 
merous Soviet officials during his 
visit, told a capacity audience that 
Russian shoe output for 1959 will be 


(see 


26 


an estimated 370 million pairs as 
against 620 million in the U. S. 

Mr. Rossi was one of five speak- 
ers at the industry breakfast. The 
meeting’s theme, expressed by 
NSMA President Joseph Stern, was 
that “1959 has been a good shoe 
year thus far and it will surely con- 
tinue on that level.” 

Although the raw materials mar- 


From left: 


ket has increased from 75 to more 
than 100 per cent, retailers and con- 
sumers alike have been well in- 
formed of developments, Mr. Stern 
said. Consequently, the increased 
price in shoes has had little or no 
effect on consumption. Unit sales 
have held up well and, if anything, 
are expected to increase. 

“We have now reached a very 
hazardous plateau in the level of 
skin and hide prices,’ Mr. Stern 
added. “It is important that the 
shoe industry watch its step if we 
are to continue our growth in shoe 
output. It is estimated that shoe 
production will run over 625 million 
pairs this year; and if hides and 
skins level off, this should assure a 
continuation of the present pace for 
the remainder of this year and into 
spring of 1960.” 


Iver Olsen, NSMA director of 
marketing and statistics, reported 
on the results of a recent survey 
made among shoe manufacturers 
and retailers. 

“Manufacturers believe that pro- 
duction in 1959, as well as ship- 
ments, will be 10 per cent higher in 
pairs than 1958 output,” he said. 
“Retailers say their sales (also in 
pairs) for this period will be 5 per 
cent higher. 

“Manufacturers said that spring 
1960 will run 5 per cent higher than 
spring 1959. Retailers anticipate 
that 1960 Easter sales will be 51% 
per cent higher than 1959 Easter.” 

The foreign raw material and 
leather demand situation as it re- 
flects on U. S. hide export potentials 
was discussed by Julius G. Schnitzer, 
director, Leather, Shoes and Allied 
Products Division of the U. S. De- 
partment of Commerce. 

“When our prices shot up so 
sharply during the first quarter of 
1959, our exports declined immedi- 
ately,” he said. 

Current exports of hides from the 
United States are at the annual rate 
of 4.3 million compared with a 
yearly average of more than 5% 
million in the previous five years. 

“If our hide prices increase or re- 
main at present levels, exports will 
be lower. But if quotations decline 
sharply, there will be a noticeable 
increase in foreign sales.” 

Cattle and calf slaughter was ana- 
lyzed by Earl E. Miller, analytical 
statistician of the Agricultural Mar- 
keting Service of the U. 8S. Depart- 
ment of Agriculture. 

“Cattle and calf slaughter was cut 
back sharply last year,” he said, “as 
farmers added 31% million head to 
inventories on hand. Slaughter so 
far this year has been low. In the 
first six months, 6 per cent fewer 
cattle and 21 per cent fewer calves 
were slaughtered in commercial 
plants than in these months last 
year. ... Steer and heifer slaughter 
have both held up well, due mainly 
to gains in grass feeding. 

“For the remaining months of 
this year,” Mr. Miller said, “total 
cattle slaughter is expected to be 
only slightly larger than in these 
months last year—that is, close to 
12% million head... . 

“Total cattle and calf slaughter 
next year could top this year’s 
slaughter by 6 to 7 per cent.” 
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quality certified | 
in every color, \ 
pattern and weight 


federan 


vinyl plastic fabric 


Here you see only a fraction of the many weights, 
patterns, colors and constructions ... designed and 
manufactured to fit YOUR*$pecific footwear needs! 


FEDERAN’s every weight and construction is labora- 
tory tested, certified and commended by the United 
States Testing Company*@nd Parents’ Magazine... 
FEDERAN bears these two seals of assurance of 
TOP quality dependable material... 

FEDERAN’s merchandising assistance program... 
national advertising . . . distinctive hang tags and 
labels . . . counter displays... etc... . assure 
you of a receptive market for your FEDERAN 
finished products. 

Send for complete samples to fit your specific 
needs and for further details of the extensive ad- 
vertising and promotional as- 

sistance available for you. 


A TEXTRON Company 


686 MAIN STREET, BELLEVILLE, N. 





SOONER OR LATER YOU'LL DISCOVER Edwards 


"EY A> PLAYN-TOE... 
4 " 4 ful white CorecTred 
oe for little youngsters; 
. y prescribed by doc- 
oc Ae , . tors, worn by jun- 
‘Na, pean » iors. 
popular style in white 
\2 elk; it’s a CorecTred, 
. just what the doctor 
‘ ordered. 
‘ q, 
SX 27 DARBY .. . Smart black 
oe : and white saddle—a 
. ‘ favorite with school 
. s kids—and it’s a 
° \ a CorecTred. 


THE BIG HOUSE FOR LITTLE SHOES EVER SINCE 1900 


Edwards make CorecTreds to fill doctors’ prescriptions 


dua rd G Edwards has the most extensive line of Pedic shoes 


THE SHOE For CHILDREN Edwards has a large selection of styles and colors 


PHILADELPHIA 7% PA. Edwards make healthy feet happy feet 
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© Foreign production of cheap footwear is only just getting 
started. Imports are expected to show big increase. 


@ Business is booming in almost all industries 
and it looks as if the boom would continue. Re- 
tail trade rising. 


@ Footwear production in France gained in 1958 
but leather production declined. Moderniza- 
tion advaneing slowly. 


GEORGE H. BAKER 


Baker Reporting trom WASHINGTON 





The problem of imports is going to get worse before it gets better. Evi- 
dence and opinion continue to pile up here in Washington that foreign pro- 
duction of footwear and other consumer items is just now getting started. 
Within a few years, as new overseas machinery and factories come into use, 
shipments of low-cost items to the United States will reach unheard-of levels. 

Recently, William Diebold, Jr., told the Senate-House Economic Com- 
mittee that U. S. manufacturers are going to have to face “a good bit of com- 
petition” from imports in the years immediately ahead. Diebold is an execu- 
tive of the Council of Foreign Relations (New York). 

As Mr. Diebold sees it, the U. S. is going to be closely involved with the 
economic welfare of other nations. Instead of restricting their exports through 
U. S. tariffs or quotas, it will be more advantageous to encourage their manu- 
facturing activity, he believes. 

Take the problem of Japanese textiles for example. Following complaints 
of U. S. manufacturers, the Japanese voluntarily agreed to limit their ship- 
ments to the U. S. “We are doing nothing more than temporizing with the 
Japanese problem by so-called voluntary quotas,” he declared. “We do not 
seem rich in ideas about what to do next.” 


The nation’s economy turned the corner into summer with almost all 
segments going at boom or near-boom clips and far ahead of recession-plagued 
1958. 

In spite of high interest rates and mounting import competition, the indus- 
trial part of the economy paced business activity to new highs in early June. 
The Federal Reserve Board reported that total industrial production was four 
per cent above the peak reached in early 1957 before the recession set in. 

New home construction slipped slightly in May from March and April, 
but remained at a rate which, if continued all year, would produce a record 
1.34 million new homes this year. 

Retail trade continued to increase throughout the year, hitting some 10 
per cent above last year in early June. 

As a result of widespread booming business, employment rose by more 
than one million persons in May to hit a record high 66 million. Unemploy- 
ment eased to 3.3 million, the lowest figure in a year and a half. 

There are strong indications that the boom will continue. The purchasing 
power of the average factory worker hit an all-time peak in April, some 10 
per cent above last year. It showed no signs of dropping. Personal income 
was at a seasonal rate of $372.5 billion a year in April, up a whopping $3 
billion more than the previous month and still climbing. 


Footwear production in France gained somewhat in 1958, but leather 
production declined, official government figures show. The spread between 
these two totals is accounted for by (1) the lag between slaughter and leather 





August 15, 1959 





@ There is strong opposition to legislation re- 
quiring manufacturers to charge higher prices 
to direct-buying retailers. 


Report trom 


@ Fast growing drive developing in Congress to 


WASHINGTON ttc fo fae omtotontate: te 





processing, and (2) greater use of substitute materials in footwear. 

Footwear production in 1958 totaled 85,600,000 pairs, as compared with 
84,900,000 pairs in 1957. Exports rose from 16,700,000 pairs in 1957 to 
21,700,000 pairs in 1958, which is 25 per cent of production. 

Nearly all exports went to the franc area. 

Modernization of leather processing and shoe manufacturing equipment 
is slowly making some headway. The traditional—and ineflicient—methods are 
still in widespread use, but it is now evident that producers must adopt more 
efficient methods in order to compete economically. 


Legislation pending in Congress which would require manufacturers to 
charge direct-buying retailers more for merchandise than wholesalers, is run- 
ning into strong opposition. 

Sam Sullivan, Laredo, Texas, merchant and a leading champion of the 
nation’s independent dealers, is urging the Congress to write such a law 
without delay. (See the detailed account of Mr. Sullivan’s presentation to a 
congressional committee elsewhere in this issue.) 

The Justice Department, the Federal Trade Commission, and the U. S. 
Chamber of Commerce are among opponents of the measure. 

A mandatory functional discount system would require a seller to set 
“reasonably adequate differentials” in prices between wholesalers and direct- 
buying retailers, the FTC says. And it would require the government to 
decide whether a price differential was “adequate.” 

The proposal, embodied in a half-dozen bills, is aimed at protecting small 
independent merchants and wholesalers from the economic strength of big 
chains, who because of volume can buy direct at price savings and outprice 
their smaller competitors. 

But the measure “falls short of the mark” in protecting merchants, the 
Justice Department antitrust division says. Manufacturers could find ways of 
avoiding the law simply by adding an additional link in the distribution chain, 
the Department notes. 

Spokesmen for the U. S. Chamber of Commerce, at recent hearings before 
a House antitrust subcommittee, complained the measures would mean higher 
prices for consumers. The business group called the proposal a “kind of 
featherbedding which would inject higher costs into retailing to ease com- 
petition for some business.” 

“The extra cost placed on the direct-buying retailer would have to be 
passed on to the consumer, cancelling out the benefits of efficient, low-cost 
retailing methods,” the group contended. It would thus “place a penalty on 
efficiency in order to shelter some elements of business from competition that 
is strictly fair and legal,” it added. 

It would also raise prices for the many independent merchants who have 
joined together in cooperative arrangements to gain the price advantages of 
group buying, the organization said, and would thus, “turn back the clock 
to the era before supermarkets and chain stores,” which have “contributed 
significantly to our rising standard of living.” 


The drive to limit the power of states to tax income of firms earned in 
interstate business is mushrooming. 





(CONTINUED ON PAGE 60) 
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Make more profit selling childrens shoes’ 
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When it comes to selling children’s shoes, 
some dealers, as you know, make a greater success of 
ic than others. They make more money in a 
higher percentage of mark-up and they make it in 
dollars of net profit. They make it on volume .. . 
and they make it on turnover. In retailing, 
there are no limitations on efficiency, no restrictions 
on intelligent merchandising, good display, 


aggressive promotion and dynamic sales training. 


These things pay off, and they pay off 
especially well for the dealer carrying CHILD LIFE 
shoes — because this line SELLS THROUGH 
YOU, NOT TO YOU! CHILD LIFE gives you 
beautifully styled, beautifully made shoes that back up 
your good name .. . and gives them to 
YOU ALONE in your trading area. You are 
protected . . . on a Franchise basis. You can put 
your best selling skills into CHILD LIFE, 
knowing that your CHILD LIFE “exclusive” works 
with you to capture your full share of the 


juvenile market at a full profit. 


Aggressively promoted, properly sold, CHILD LIFE 
will outsell all other brands . . . and nation-wide 
store sales prove it. CHILD LIFE dealers 
have the figures, and so have we. So talk to the 
CHILD LIFE representative in your area. 

He is a man of character, principle, experience and 


foresight — well qualified to apply his knowledge 


2 of juvenile footwear to your specific circumstances. 


~ A letter or a phone call from you will be most 


welcome provided you are not now in conflict with 
a CHILD LIFE dealer in your neighborhood. 


HERBST Shoe Manufacturing C: Mpany 


Box 2005 ° Milwaukee |, Wisconsin 











tu ON F kine ee | 


"Go 
FLEX-EZE 


- & | i CLEVER 


BETTER P ~ STYLING 
UALI en “e 
— Simplex. *. 


FLEXI-PEDIC ‘se 


FOR YOUR AND STRAIGHT % i 
winter DOCTOR'S PRESCRIPTIONS LAST 


SIMPLEX SHOE MANUFACTURING CO. 
MILWAUKEE 1, WISCONSIN 
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The RIGHT Sole 
For Men and Women in WHITE 


Genuine spring-action 


RIPPLE Sole 


"The Shoe that Walks for You’’* 


“My work at the hospital keeps me 
on hard tile floors, At the day's 
end my feet used to be quite sore 
until RIPPLE® Sole. Now | seem to 


“As a waitress, | average about 11 
miles of walking each day .. . 
and have never really known foot 
comfort until RIPPLE® Sole! I've 


walk on a deep, soft carpet! Many “ 
thanks!" talked about my RIPPLE® Sole 


shoes so much that now more and 
more of our girls are wearing 
them, too!" 


“I've never written a ‘thank you' 
note on a product before . . . but 
here's my word of appreciation for 
more comfort and less fatigue at 
the end of my day!” 


Clinic Shoe by 
Juvenile Shoe Corp. of America 





+ “The doctors for whom | work are 
a on their feet all day. They tell me 


< their RIPPLE® Sole shoes are 
eo wonderful." 


Take a tip from the people who know most about foot comfort 
. .. those who stand long hours on their feet every day... 
doctors, barbers, beauticians, dentists and nurses. These men 


‘ and women** write us... by the hundred . . . that RIPPLE® Sole 
is the MOST IMPORTANT INVESTMENT THEY'VE EVER MADE! 
IT CAN BE THE MOST IMPORTANT ONE YOU'LL MAKE, TOO! 


Inquire about RIPPLE® Sole . . . white or in colors . . . biggest 
news in shoes today! 


TIE-IN NOW ... with BIG RIPPLE® Sole AD CAMPAIGN PRE-SELLING MILLIONS! 


Write for YOUR FREE SALES AIDS . . . TODAY! 
aes BEEBE RUBBER COMPANY 
rs Rn gan Bae yi NASHUA, New Hampshire 
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JUVENILE COWBOY BOOTS 
EP 





— 
—_ : gives you all the carefully selected colors 


SPECIAL. found in hand-made Western boots — 


VORUNT now available at popular prices, and. . . 


49 SERIE CONE All STYLES 
laa >> ALWAYS «|< 
—S IN-STOCK 


WHY RISK LOSING SALES when you can get immediate shipment from the longest, most color- 
ful Juvenile Cowboy Boot line in the country? 


You must HAVE boots to SELL boots — and COLOR sells the young ‘‘cowboy’’. The Q-D line 
offers you a choice of 99 colorful styles, popular-priced to give your customers honest value, 
and IN-STOCK now for the big selling season ahead. 


ORDER your Q-D Brand Cowboy Boots now — start selling them now! 





+: 

ooh FREE 
CONG DISPLAY CARD 
OUTS with all 


orders 
a: 
ah 


Style 1217 
Style 6008 = Stovepipe Top 
Genuine Kid Top \ Fancy Stitched 


+ 


3-color underlay c 2-color underlay 
Also Round, \ 


Pointed Toe 


SEND for Catalog and 
Dealers’ Price List TODAY 


QUINN & DELBERT BOOT MFG. CO. mazisoro, mass. 


Specialists in the manufacture of fine juvenile boots 
Juvenile COWBOY Boots ... © CHUKKA © WELLINGTON © COMBAT © ENGINEER Boots 
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The world’s smartest shoe packages are 


“handled” by 


eo back 


a 


A .- economically! 





CarryePack Handles give you a unique combination of customer conven- 
ience, packaging elegance. and economy unequalled by any other method. 
With custom imprinting, Carry» Pack Handles “sign” your name or blend 
with your package design. Here's why stores the world over use Carrys Pack 
Handles: * It eliminates expensive custom boxes * It eliminates messy 
strings * It's fast and easy to use *& It's beautiful; available in stunning 
colors ...and it SAVES money! 


WRITE FOR FREE SAMPLES OR A 10 DAY TRIAL! No obligation, of course. CARRYePACK COMPANY,LTD. 

Schiller Park, Illinois 
fae grea : Top Paper Products 
imited, Guelph, Ont. 

ey Gentlemen: BSR-89 
0 Send free, 10 day trial in color. 

i . © Send literature and samples. 
Schiller Park, Illinois No obligation, of cane 


Name 


DISPENSERS ARE LOANED FREE ! Company 


CARRY* PACK HANDLES ARE STRONG! Addr 
City. 
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Waterproof* Shoes 
with Sylflex Leather 
Build More Traffic 


... Increase your average sales check, too! 


For the first time—a leather shoe that’s waterproof, yet still breathes. 
It gets men talking, builds traffic and makes profits because 
customers gladly pay more for shoes that offer this extra protection 
and comfort. But remember, no leather shoes can be 

promoted as waterproof unless the leather is SYLFLEX. 

Attract new customers and worthwhile volume by featuring waterproof 
shoes made of SYLFLEX leather. Available from: 


H. H. Brown Shoe Co. 
Cedar-Crest Shoe Co., Div. General Shoe Corporation 


Dunham Brothers Company 
International Shoe Company 
Sta-Dri Div., Ranger Boot & Shoe Mfg. Co., Inc. 


For details, write: Dow Corning Corporation, Midland, Mich. 





mL Sealed upper seams to prevent seepage. 
Setet2) Vulcanized construction for watertight sole attachment. 


rN 3) SYLFLEX® leather for water repellency plus free-breathing comfort. 
Neg bt 


—~ 


4 f \ 
SAND 


1./) 
QO Y 


Look for this tag 
when you buy... 
it’s your assurance 
that shoes are 
truly waterproof. 


*s 
Ly 
® Cow Corning Silicone 


@ Keeps water out 
and stilt breathes 


@ Makes shoes more 
comfortabie to wear 


al 
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by JOHN REILLY 


Editorial 





Strike Damage 


S this is being written the steel strike is entering 
its fourth week. Five hundred thousand workers 
have lost more than a million dollars a day in 

wages. The strike is costing the industry 85 per cent of 
its steel-making capacity. 

Inventories of steel are considered adequate for the 
next eight or ten weeks. But final pay checks have been 
cashed and, for a large percentage of the workers, doubt- 
less spent. 

James P. Mitchell, the Secretary of Labor, has pointed 
out that thus far no serious efforts to settle the strike have 
been made. He has called upon negotiators for manage- 
ment and the unions to get down to serious collective 
bargaining; “to meet together to reach a just, an equitable 
settlement.” 


Little Effect So Far 


Thus far newspaper writers, TV and radio commen- 
tators are assessing the effects of a long-term strike only 
ir. the broadest general terms. They are measuring it in 
relation to the overall effect on industrial production, dis- 
posable income and the economy on a nationwide scale. 
Actually, the strike thus far appears to have had little 
effect on any of these indicators. With a peak employ- 
ment of 67 million, the 500 thousand who are out on 
strike do not seem to be too important a consideration. 
Perhaps that is why there has been so little pressure by 
the public for action on settlement. 

If the strike continues until Labor Day the story will 
Le very different. The first impact of the strike will be 
on retailing, just as it was in 1949, °52 and 56. Reports 
from all parts of the country continue to indicate the most 
favorable kind of retail climate. Retailing generally, like 
the negotiators, does not seem to be too deeply con- 
cerned with the necessity for an immediate settlement. 
On the other hand retailers in steel towns have already 
felt the effect of the strike. Generally, they are concerned 
at the prospect of what appears to be a strike of at least 
eight weeks’ duration. 

During the second week of the strike, Boor anp SHOE 
RECORDER made a spot survey of retailers in thirty-five 
strike areas. For them the strike is and has been a real 
problem for some time. Most of the merchants believe 
that the strike will cost 15 per cent in sales if the strike 
lasts longer than thirty days. Some said that the 15 per 
cent figure had already been reached and will perhaps 
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continue at that rate until after a settlement. The thirty- 
four day strike in 1956 cost them 15 per cent in sales, 
most merchants said. 

Several retailers reported that their businesses had 
been off substantially since mid-June. They attributed 
this to fear of the impending strike and a drastic cur- 
tailment of family expenditures. 

Here are some typical comments. A Lorain, Ohio, 
retailer: “I expect a long strike. After the strike workers 
go back to their jobs. They’re busy, but they resume 
spending slowly. After a lay-off, they buy only the barest 
necessities. The tough part of it is that in the old days, 
when lay-offs were necessary, industry laid off older men. 
Since the unions have become strong, industry must lay 
off by seniority. This is probably fairer but, unfortunate- 
ly, the older men’s requirements are modest. They have 
no children to buy shoes for. Few of them buy cars or 
refrigerators, the things that support the national econ- 
omy. I think the greatest harm that comes from the 
strike, particularly after last year’s recession with its lay- 
offs, is that it teaches fear to the young people. For- 
tunately, few are old enough to remember the great 
depression.” 

A Fontana, Calif., merchant writes, ‘““We’re worse off 
after three weeks of this strike than we were at the end 
of the °56 strike. The workers were caught short. Many 
believed the strike would not come off. Others did, but 
curtailed their buying months ago. Credits have been 
cut off and we are adding no new customers.” 


Down-grading Feared 

Merchants in strike-ridden areas fear down-grading. 
They expect the strike to have serious effects on back-to- 
school business. A typical letter reads, “Cheaper shoes 
definitely will be bought at the expense of better grades. 
Mothers are now looking for sale shoes to lay away for 
school before all the money is gone.” 

Another merchant wrote, “Most kids are now thread- 
bare in their second pair of canvas shoes. Certainly they 
can’t wear them back-to-school. The big question is 
whether the lesson that parents learned during last year’s 
recession, that cheap shoes do not pay, will be remem- 
bered, . . . or will they feel that they will have to cut- 
down on shoe expenditures again.” 

This is how the small merchant in steel towns feels 

(CONTINUED ON PAGE 77) 
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THESE SELLING 
FEATURES 


MAKE SENSE 
TO PARENTS 
. » » SALES 
FOR DEALERS 


ONLY 
Pro- tek. tiv” 
HAS THEM ALL! 


BUILT-IN HEEL WEDGE There is an 
inside wedge in the heel to help 
keep ankles from turning in. The 
Ye" to Ye” wedge, according to 
size, does not throw the shoe 
off balance. The Prosteketiv 
last, in all size ranges, is espe- 
cially built to accommodate the 
wedge. 





é. 





Bees: 


- 


"You mean to tell me 


arom) lalclamealltelactakecmes alel= 


aotMmel | MistcMeictelitlasts 
of Pro-tek-tiv’ ?” 


EXTRA HEEL FITTING AID There is 
a slight rise inside the shoe just 
in front of the heel bone. This 
helps to hold the heel in normal 
position and helps prevent the 
foot from sliding forward. 


LOWER OUTSIDE QUARTERS 
Pro*teketiv Shoes Do Not Gap 
at the Sides and Will Not Slip at 
the Heel on a Heavy or Thin Foot. 

The outside quarter of 
Pro*tek*tiv shoes is lower than 
the inside quarter. This assures 
a snug fit just below the ankle 
and eliminates the possibility of 
the quarter rubbing the ankle 
bone. 





RIGHT AND LEFT HEELS are used 
on Proeteketiv shoes. They give 
added support to the inner part 
of the foot where it is most 
needed. 


‘“ 9 ‘ 
Yes Ma aM, that’s exactly what we mean! For 77 years, Pro-tek-tiv 
has made sure that all the important structural features are built 





right into every Pro-tek-tiv shoe. And, as you can see, each one of these 


features makes sense to parents . . . and helps assure a proper fit.” 


With many other important features like these to talk about, dealers find that 


Pro-tek-tiv sales come easy . . . even for the most inexperienced salesmen. 


Parents quickly realize they’re getting something extra for 
their money . . . extra quality and extra features in Pro-tek-tiv— 


the finest in children’s shoes. 


Pro-tek-tiv quality is always in style, too—right up-to-date 


with all the modern touches and appeals. 


For full information about the Pro-tek-tiv Line, or details 


about a Pro-tek-tiv Franchise, write: 


Pro-tek:Tiv’ 


CURTIS e STEPHENS ¢ EMBRY CO., READING, PENNA. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 


2 





DIFFERENT ARCH-HEEL HEIGHTS With 
the changes of Prosteketiv 
lasts, the arch height in 
Proeteketiv shoes is raised 
twice in each size range to help 
accommodate the normal devel- 
opment of the arch as it grows 
upward. Heel heights are also 
changed twice in each size range. 





BREAK-IN DIMPLES In the manu- 
facture of Pro*tekstiv shoes, 
provision is made for a dimple or 
indentation to form in the shoe 
insole when the shoe is flexed 
just before fitting. This “break- 
ing in’ provides a natural rest, 
and the foot does not have to 
fight the shoe to form its pocket 
for the #1 metatarsal. 





FREQUENT LAST CHANGES Since the 
normal juvenile foot is con- 
stantly growing, it is important 
that the last be changed often 
enough in its contour to allow 
for this growth. Proeteketiv 
lasts are changed twice in every 
size range—other children’s 
shoes are made over lasts which 
change only once in each size 
range. 























Buyers should buy shoes as if 


they were spending their own 


money...because they are. 


(in stock) 


HEYDAYS SHOES INC. ¢ 2032 LOCUST STREET *© SAINT LOUIS 3, MISSOURI 
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AICO of the [rade 


RANK J. HEEP, head of the:women’s 
shoe department at Marshall Field & 
Co., Chicago, says: “The shoe indus- 
try is bound to survive if retailers 
will keep presenting new merchandise. 
It is only by constantly presenting and 
stocking fresh merchandise that it is 
possible to keep selling shoes to today’s 
customers. The average customer’s 
closet is full of the kind of shoes we’ve 
sold for the past six months. She has 








to be stimulated to buy something 
new. This can be done by good style 
promotions. There is no substitute for 
these. 

“Our shoe department at Field’s is in 
the paper practically every day ... 
on a year round basis. The retailer 
has an obligation both to the industry 
and to the public to see that new shoes 
are properly presented . . . as soon as 


they are available.” 
t * * 


{s the women’s footwear wheel turning 
{ull cycle once more? After a recent 
trip through the Southwest, HARRY 
RABIN, president of Miami Footwear, 
reports: “The demand for open shoes 
is overwhelming. In all the cities I 
visited, the reception of wedges and 
open shoes was beyond my greatest 
expectations.” 
* * * 

Mexico City has the distinction of 
being the first city outside the United 
States and Canada to establish a Bet- 
ter Business Bureau. Called Etica 
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Commercial, A. C., and sponsored by 
the Rotary Club of Mexico City, it 
was incorporated a year ago under 
the presidency of Sr. Jose Riojas 
Guerra, head of The Rudolph Wur- 
litzer Company operations in that 
country. 

Patterned after Better Business Bu- 
reaus in the United States, Etica Com- 
mercial opened its doors in January 
with 160 members on the rolls. It 
expects to have 400 members by the 
end of the year. SR. EDUARDO 
GARCIA GODOY, a corporation 
lawyer University of 
Mexico law professor, is manager of 
the new BBB. He comments: “Our 
needs and problems in Mexico are 
quite similar to those of any large 
American city. Thousands of pesos 
are lost annually to swindlers. Our 
people fall prey to crooks just as 


and former 


easily as do Americans.” 


* * * 


“The salesman is the deciding factor 
as to whether or not customers resist 
price increases,” says BUD UNGAR, 
owner of Mar-Lou Shoes in Cleveland, 
Ohio. “It is up to the salesman to 
convince the customer that the increase 
in shoe prices is a necessary part of 
the increased cost of living. 

“Tt’s up to each retailer to promote 


his store, to gain traffic.” 
* * * 


“We don’t sell simply to be selling,” 
says BEN GOLDSTEIN, owner of the 
Village Shoe Store . . . suburban shop 
for children and teens in Houston, 
Texas. “We strive to sell what’s best 
for each child’s foot! 

“We display, present, suggest — but 
never use high pressure selling in our 
operation. We consider our customers 
as friends and neighbors, visiting our 
store. ‘Hello, how are you?’ rather 
than the usual ‘May we help you?’ is 
the way we generally greet them. This 
friendly approach, coupled with em- 
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phasis on better fitting shoes, has pro- 
duced loyal customers and gained for 
the store an enviable reputation over 
the past eleven years.” 


As for customers becoming more price 
selective, Mr. Goldstein didn’t quite 
go along with that. However, he does 
believe customers today want more 
value. He has also noted a tendency to 
less pairage per child. “It’s not as easy 
to sell extra pairs as it used to be. Cus- 
tomers today seem to be buying only 
what they need.” 

* é * 
Focal point: Discussing women’s fash- 
ions recently, NICK PARKER of 
Nick Parker-M. Wolf, noted: “. . . Al- 
though women’s fashions are newly 
streamlined, they still retain a faintly 
reminiscent look. Therefore, we feel 
the logical complement to these clothes 
will be . . . bronze kid.” 


* * * 


DAVE WOLFERT, manager and 
buyer of children’s and teens’ foot- 
wear at Kara-Vel’s in Houston, Texas, 
points out: “Like the winter and sum- 
mer rates in Miami Beach, prices are 
meeting one another in ‘good’ foot- 
wear for children. In today’s market 
there is no such thing as a ‘good’ low- 
priced shoe for children. The differ- 
ence in what used to be considered a 
high-priced shoe and an inexpensive 
shoe is now only the difference of fifty 
cents or a dollar. Consequently, there 
has been little or no resistance to price 
in children’s footwear. 

“As for our own pricing policy, we 
feel that even though shoe costs have 
increased, it is important that we main- 
tain our present price range.” 








“We do not expect to down grade or 
up grade—in coping with the price 
situation,” says OSCAR KRAWITZ, 
head shoe buyer for The Fair in 
“Although the children’s 


business has been a bit slow and men’s 


Chicago. 


are running about even, women’s busi- 
ness has been excellent and is going 
well ahead. 

“We are in a position to maintain cur- 
rent price levels in our volume set up 
for some time to come and expect 
price to be no problem.” 

He foresees little style change for fall 
except for the difference in colors and 
materials. “We will find a few more 
opened up shoes on the market,” he 
says. “It appears there will be a lot 


of them a year from now.” 
ae * * 


“Treat your customers as you'd wish 
to be treated 

And anybody’s customer will be yours, 
repeated! 

Pleasant adjustments speak louder 


than lineage.” 
7 * aa 


“Much talk and speculation about the 
oval toe last and versions of it, has 
hurt rather than enhanced sales,” says 
HERBERT LEVY, manager and buyer 
of the women’s shoe salon at The 
Smart Shop in Houston, Texas. 
“Though the new lasts were fashioned 
as an additional look rather than a 
substitute, customers, mindful of the 
obsolete turn their shoe wardrobe 
took a few years back, are reluctant to 
buy more pointed toes, fearing that 
they too will become outmoded. This 
is a precarious situation and unless 
acted upon could be disastrous for 
us in the fashion business.” 

As a retailer mindful of this situation, 
Mr. Levy says: “We are assuring our 
customers that the new lasts were in- 
tended not as a replacement of the 
pointed toes but as a distinctive addi- 
tion to them. Just as the well-dressed 
women wouldn’t consider wearing the 
same type dress to a football game 
as she would to the theater, so she 
shouldn’t wear the same type shoes. 
Thus, the new lasts have come into the 
fashion picture for tailored and cas- 
ual wear; while pointed toes are and 
will continue to be the predominant 
look for evening and dress shoes. To 
further emphasize our point, we plan 
to run full-page ads to this effect.” 
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Profile.... 


by ESTELLE G. ANDERSON 





REUBEN GORDON 


HAT is the formula for success? The answer is . . . there is no 
ready-made pattern. It has to be custom-made in each case. And it 
depends upon the individual, a combination of circumstances, 

time, place, social and economic climate. With that established, the next 

step is the practical application to a specific personality . . . to determine 
what makes him click. 

We tried this approach on Reuben Gordon of the Reuben Gordon Shoe 
Company of Philadelphia. He is constantly referred to as one of the best 
and most successful shoe salesmen in the country; and we wanted to ascer- 
tain the key (or keys) that opened the “success door” for him. 

As was to be expected, there were several contributing factors. . 
portantly, a keen sense of perception and insight and the ability to project 
them usefully and practically. Another one might well be his friendships 
within the industry . . . and on a national scale. Reuben Gordon smilingly 
elaborated on that one. . . 
and abiding affection for two particular fellows. One is called ‘Open to 
Buy’ and the other is ‘Markup.’ This may sound facetious, but they have 
served me well.” 

“Jack of all phases of shoemaking and master of selling,” pretty well 
sums up the case for Rube Gordon. He has been in the shoe business since 
he was sixteen years old. He saw the high button and lace shoes . . . 10 in. 
and 12 in. high tops, narrow toes . . . gradually forced out of existence by 


.. Im 


. “Since early in my career, I have had a special 


the advent and consumer acceptance of the low shoes. That was back in 
1914, when he gave up a good job in a tailoring shop, for a better and 
more lucrative one with his brother, Louis W. Gordon, in the firm of 
Gaines-Gordon, shoe wholesalers in New York City. Rube was responsible 
for keeping the place tidy, running errands, taking care of the stock, and 
selling. It was here that he learned, at first hand, the rudiments of how to 

sell shoes and win customers. 
Over the years, he has witnessed all the many changes in shoemaking 
processes as well as fashions. Cements replaced the turn shoes. The Cali- 
(CONTINUED ON PAGE 70) 
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A blend of town and country styling in the American tradition 
is this two-eyelet Ring Neck Suburban boot appropriate for both 
casual wear and outdoor sports. Treated to assure long wear and 
water repellency, the soft mellow black glove leather is high- 
lighted by the red and black of the warm nylon blanket lining 
which provides a smart turn-down cuff along the topline. Bouncey 
crepe soles make this all-weather boot light and flexible. Perfect 
for hiking, hunting or general knockabout wear, the Ring Neck 
Suburban boot is a product of the Leverenz Shoe Company. 








Town and Country Boot 











by ELEANOR M. RUTTY GIVE A GIFT 


Three handbags, left to 
right: Rich cut velvet with 
Florentine gold _ frame, 
Garay; blue luster leather, 
Henry Green; shoulder, 
drawstring bag, Italian cow- 
hide, metal closing, nail- 
heads, Simon Bros. Two belts 
from Charm; caramel calf 
in interesting silhouette and 
cut velvet on taffeta, match- 
ing hair band. Shoe orna- 
ments, left to right: four 
from Musi Corporation, 
mother-of-pearl with wrought 
metal, metal filigree, two 
leather; right, both leather, 
Colonial Trimmings. 


Impulse buying has become a 
popular pastime with many women 
shoppers. And it is certainly an at- 
titude of mind that every store likes 
to encourage. Just that extra item 
that a woman—or man or teenager 
—sees when she is walking through 


a department, probably on her way 
out, gives that added sale that spells 
real profits. 


Christmas is unsurpassed as a 
time to encourage such shopping. 

Slippers for every member of the 
family have always been very wel- 
come gifts. There is no need to 
remind you that slippers are of 
many kinds and for all ages and 
uses from the most glamorous to the 
most practical; from hostess types 
to cozy, real bedroom styles. This 
year we have found even more styles 
than ever before. Children’s  slip- 
pers are especially appealing. 


Children’s slippers. Clock- 
wise, starting lower left: 
Scuff in multi-dot fluff, 
clown’s head ornament, Nite- 
Aires; “Elf,’ black velvet 
slipper, white fur pompom 
with elf, Swan; White cor- 
duroy, gold-trimmed, tas- 
seled boot and practical cor- 
duroy boot, both “Foam- 
treads” by Wellco; “Poo- 
dle,” slipper sock in virgin 
wool on leather sole. Trimfit. 
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Of Easy Shopping... co a 


And you can do just that 
by helping your customers 
to find attractive and not too 
expensive Christmas gifts in 


your store or department. 


Hosiery boxes, |. to r.: 
Phoenix, Hanes, Roman 
Stripe. Stocking, Roman 
Stripe. Red satin belt, Charm 
Belts. Ornaments, pearls and 
rhinestones, Colonial Trim- 
mings. Iridescent plastic or- 
naments, Bernard Abrams. 


No woman can resist a new hand- 
bag. These are so right as gifts since 
they offer no size problems. One 
word of warning, however. If the 
gift is for a little woman, or for an 
extra tall one, see that the size is 
suitable to these proportions. There 
are many, many types of handbags, 
in many kinds of materials, as is 
illustrated by the three shown here. 

Perhaps you have never thought 
of ornaments as suitable for gifts. 
But they are, and would be very wel- 
come as a means of changing and 
brightening the appearance of the 
still popular plain pump. We show a 
wide variety of styles and types here 
and recommend them for your seri- 
ous consideration. 


Clockwise, starting lower 
left: Velvet, one-eyelet 
bootie, gold-trimmed, Daniel 
Green; gold and _ silver 
vinyl plastic mule, Nite- 
Aires; gold slipper with 
black velvet, Schiaparelli by 
Prima; corduroy bootie with 
peasant braid, Glamor Gal 
by Blum; “Charmer,” vel- 
vet demi-boot, gold-trimmed, 
Swan. Also in picture: “Sub- 
urban” cable knit hose by 
Trimfit; tri-color shoe orna- 
ment by Bernard Abrams; 
blackberry shoe ornament 
by Colonial Trimmings. 
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Such a happy, smiling Santa . . . Baker’s Christmas confection 
for a collection of flatties. 


Holiday themes, effectively presented, serve 


to identify a store's approach to the seasons 


and to the important matter of gift-giving. 


Jack Schaeffer's windows served up New York City in a holi- 
day mood by tracing the city skyline across hard-packed snow. 


Plan Holiday 


“N= your packages clearly and mail them 
early, if you want them to arrive on time.” 
That’s how the United States Government 
Post Office sets the holiday pace . . . generally a month 
or two in advance of the season. This is sound, practical 
advice . . . for to plan ahead is to avoid last-minute dis- 
appointment and scramble. 

Merchants would do well to take their cue from the 
pages of the government’s merchandising calendar. Now, 
during the dog days of August, is as good a time as any 
to plan holiday window displays . . . the store’s own gift- 
packaging, so to speak. 

Size doesn’t count! What does matter is the ingenuity 
and imagination you put into it. Select your displays 
as carefully as you would your most important gifts. Set 
them out in your windows—handsomely, gayly, attrac- 
tively . . . with dash and color. You will find you are 
two blocks ahead of the parade. And that’s a good spot 
to be in during holiday shopping fanfare and blare. 

Wondering what to do and how? Perhaps the win- 
dows reproduced on these pages will point a direction .. . 
will furnish the germ of an idea. We chose them for 
their simplicity and telling theme. You can cut your 
own capers. 

Make it a “white Christmas” just as Saks Fifth Avenue 
did, by the simple device of highlighting white satin . . . 
shining and gala. Add a bright splash of color, if you 
will, with Christmas ornaments. Or . . . trace the city’s 
skyline against a white, snow-encrusted backdrop. Sil- 
lhouette and fashion Christmas trees out of green leather 
or felt . . . and sprinkle liberally with snowflakes. That 

will do it every time! 


/ 








indows Early 


by ESTELLE G. ANDERSON 


Whether you use bright festoons, papier mache candles, 
lots of reds, greens, firs, snow and tinsel . . . that’s up to 
you. The important thing is to get into the holiday mood 
early. Let your windows reflect the happy sparkle and 
“gift-package opening” excitement. 





A festoon of tinsel ... bright and gay ... is the effective holi- Saks Fifth Avenue puts the emphasis on “White Dynasty” . . . 
day way at I. Miller’s. gala satin shirtwaist dress and slippers to match. 


Christmas trees, silhouetted amidst slippers and thongs in Bonwit-Teller’s windows, express the holiday theme. 











HE new collections of French shoemakers show 
the strong continuance of pumps, both for day 
and evening wear. The styles illustrated here all 
have ornaments or vamp treatments beautifully and 


delicately designed and executed. For evening, how- 


ever, the simple untrimmed pump is still the best seller. 
Sandals are less and less in demand. 

Very slim, tapered toes are still the most popular. 
A few squared-off tips are being used. Laure is mak- 
ing his shoes with the elongated vamp but slight) 


“Bague,” beautifully draped vamp gives charm 
to this kidskin pump from Charles Jourdan. 


French Shoes 
Uncluttered. 


“Meudon,” softly tailored leather ornament and 
squared-off toe in brown calf pump by Roger 
Vivier for Christian Dior. 


rounded and called “biscuit.” Casale and Capobianco 
are following his lead. 

Heels are slimmer even than last season’s; most of 
them made with aluminum or steel. There are shoes 
with breasted Louis XV heels, straight heels and no 
heels at all in a dramatic construction created in Italy. 

Colors, for the most part, are all dark. Brown shades 
—beaver and chestnut—are worn in daytime morning 
shoes. For the afternoon, a variety of dark shades are 
being used. These include black, plum color, beet red, 
dark violet brown, lead gray. For evening, prints are 
very fashion-right. A dried leaf shade, lime green and 
shocking pink are all liked in evening shoes. 

Vamp treatments are a strong trend. Delicate little 
flowers rise on stems. There are all kinds of bows and 
iridescent jewels for evening wear. For daytime wear, 
leather ornaments are popular or a draping of the 
vamp combined with very simple ornaments. Saddle 
stitching and perforations again emphasize the liking 
for simple but pretty and effective detailing. 


“Acanthe,” long, slim overlay outlined with 
stitching in pump from Charles Jourdan. 





by LYSIA HARIVEL 


Paris Correspondent 


Charming... 


Artistry is shown in the manipulation of 

leather, the fashioning of ornaments and 

the restrained use of perforations, stitch- 
ing, flowers and bead embroidery. 


“Hyménée,” pearl-embroidered satin wedding 
pump created by Christian Dior and matched 
by pearl-embroidered stockings. 


Reports on the Paris Couture collections for fall- 
winter 1960 are in. Trends in this high style apparel 
market are an important influence on American ready- 
to-wear. These, in turn, affect American shoe styling. 

There is the matter of skirt length to start with. 
Paris says skirts will be somewhat longer, 15 to 17 
inches from the floor. Collars are important, Paris 
says. Shoulders are broader, but not square. Sleeves 
are full, in kimono and batwing shapes. Waistlines are 
often high but suit jackets longer. All these trends 
add up to emphasis on the top part of the costume and 
focus attention on neck, shoulder and waist lines. 

This trend affects shoe styling in two ways. It calls 
for shoes with distinctive but restrained treatment in 
silhouettes and detailing. And this is the trend that 
Mile. Harivel has noted in her report. Very slim 


“Ballet rose,” charming treatment in flowered 
strap on d’Orsay silhouette from Laure. 


tapered toes, as well as very slim heels, are light and 
elegant looking, not adding too much weight or full- 
ness at the bottom of the figure. Trimmings are dainty: 
little buttons, jewel embroideries, little flowers, per- 
forations and stitching, never too heavy. 


“Double face,” white and navy blue d’Orsay 
pump with vamp perforations from Laure. 








by SEYMOUR HELFANT 


Manager, Smaller Stores Division, N.R.M.A. 


How to Meet Customer 
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If the salesperson feels he is not going to make a sale, the turn- 
over method may be followed—with the proper amount of finesse. 


INCE the advent of bargain stores and discount 

houses, the consumer has become more price 

and value conscious. Customers either object 
to the price of footwear or they want justification for 
the price they are paying. The salesperson must find 
out why this difficulty arises. The customer may feel, 
for instance, that the shoes are not worth the asking 
price or that the same style is available in another 
store for less money. 

At the same time, many people budget themselves 
and limit their shoe purchases to a set price. They 
will hesitate to pay more. In this case, resistance to 
price is a natural thing. However, this resistance can 
usually be overcome by convincing and logical ex- 
planations. Here the salesperson must sell value. You 
must make the customer feel that she is getting value 
equal to what she is paying, or even more. You must 
have all the answers as to why the shoes are worth 
the price. 

The customer must also be convinced that she will 
lve saving money in the long run. Better shoes will fit 
better, be more comfortable and wear better. Some 


50 


simple rules to follow: 1. Make comparisons and point 
vut the outstanding features of the more expensive 
shoes. 2. Never speak disparagingly of the less expen- 
sive pair because the customer may be financially 
unable to pay the higher price. Running down the 


3. When 


the customer can’t afford a more expensive shoe, then 


cheaper shoe may cause the loss of a sale. 


make every effort to sell the less expensive pair. 4. 
Build up value in the customer’s mind and concentrate 
on making the sale. 

If the customer can afford the shoes but is trying to 
save money, then you must make the sale by pointing 
out the value and economy factors. Longer and better 
wear as well as comfort and fit are the accepted selling 
points. 

Many stores suggest charge accounts and lay-aways 
to help a customer buy more expensive shoes. 

When a customer shows interest in a pair, never 
remove them from her sight unless you have more than 
three pairs in front of her. The presence of more than 
three pairs can only add up to confusion. Remove the 
shoes that you know she is least interested in. Put the 
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SALES TRAINING SERIES 





esistance.... 


If a sale cannot be closed, make the customer feel that you have made 


every effort to please her and are anxious to try again another time. 


maximum effort on what you think you can sell. 

If the customer complains that she can buy the same 
style at another store for less money, you must know 
what your competitors are selling and, at the same 
time, know your own shoes so well that you can point 
out the reasons for the difference in price. This 
places an obligation on the sales personnel to know 
exactly what competitors are selling and how the mer- 
chandise compares. It is true that styles, patterns and 
other ideas are copied in lower priced shoes, but the 
construction, quality of leather, workmanship and fit- 
ting qualities are not the same. When making com- 
parisons, the salesperson should never belittle the mer- 
chandise of his competitors. The customer will have 
more respect for him. 

If the shoes appear to be the same in quality in 
both stores, you may justify the higher price by telling 
the customer that your shoes are made according to 
the specifications of your particular store or that your 
store offers outstanding services that may not be 
available in the other store. But this is very poor 
policy because all stores should be competitive under 
the same conditions. Many retailers get around this 
difficulty by telling the customer that they will not 
knowingly be undersold. 

A good salesperson will never present shoes on the 
basis of price alone. Any discussion of price should 
be on the basis of value. If the customer asks the 
price of the shoes being tried on, never ignore or avoid 
the question. Give a straight-forward answer. But at 
the same time, make some statement in support of 
value. Avoiding a question on price will create un- 
necessary suspicion and add an obstacle to the sale. 

The salesperson must know about coordination of 
color. This information can be obtained by constant 
reading of fashion and trade magazines. If a cus- 
tomer is puzzled about color coordination, the sales- 
person will then be a competent advisor. You should 
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never give the impression that you are trying to force 
a sale with a substitution that is not correct. Informa- 
tion and advice in this area can result in multiple 
sales because customers are often interested in more 
than one pair of shoes for an outfit. 

Knowledge about styles, patterns, types of feet and 
shoes for different occasions can always be used to 
overcome objections. If the salesperson does not have 
the right style or pattern for the customer, he should 
offer to order it. This will show that he is interested 
in the customer’s needs and is making every effort to 
be helpful. He should never knowingly sell the incor- 
rect shoes if he wants the customer to return for more. 

If the customer says that she would like to look 
around before making up her mind, or would like to 
think about the shoes before making a decision, never 
display irritation. Invite comparisons. The customer 
will then realize that she is getting the best value in 
your store. Never show that you fear your competi- 
tors. In fact, it is a good idea to even encourage com- 
parisons in this case. Build up the good features ot 
your shoes before the customer leaves your store so 
that she will have them in mind when she shops else- 
where. Give your name to the customer so that she can 
ask for you when she comes back. 

When the customer says that she does not have 
enough money with her, the salesperson might suggest 
C.0.D., opening a charge account or the store’s lay- 
away plan. 

Customers sometimes object to shoes made by cer- 
tain manufacturers for reasons of their own. Perhaps 
they were sold the wrong size or a last that caused 
discomfort. You should be able to offset this by point- 
ing out that you have the ability to fit the customer 
properly and can satisfy her with the shoes being 
tried. It is strictly a matter of instilling confidence. 
This can be done for frankness and sincerity. 

(CONTINUED ON PAGE 63) 
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SEASON AFTER SEASON - CLEAR ACROSS THE COUNTRY-RETAILERS 


WANT THE AMERICAN JUNIORS LINE, NATIONALLY ACCLAIMED THE 


"FIRST CHOICE” LINE! 


Clee NSE - TO PROVIDE ENDURING SERVICE AND KEEP CUSTOMERS 
- TO INSURE SATISFACTION AND PARENTS’ CONFIDENCE 
- TO MAKE VOLUME SELLING A NATURAL 
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i . Write us for franchise for your city. 
(MM 


* 
AMERICAN JUNIORS SHOE COMPANY, INC 


e 
Suniors ONE ISLAND STREET. LAWRENCE. MASS. 
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No Substitute for 
... Direct Mail Advertising 


Whether your store is large or small, the right kind of direct mail can increase 


your sales, widen your trading area and build good will. 


Goldalie Frank, president of the Contempo Ad- 
vertising Agency in New York City. Miss 
Frank is one of the country’s foremost ex- 


HILE it is true that many successful advertis- 

ing ideas demand immediate action which can 

be provided only by newspaper advertising, yet 
there is really no substitute for direct mail if you wish 
to build good will and prestige, increase your trading 
area, and reach your type of customer over a_ period 
of time. 

If your direct mail has not proved successful, try to 
analyze the reasons for its failure. The fault may rest 
with you rather than with the direct mail itself. It is not 
always the amount of money you spend, but rather the 
audience you reach and the kind of mailing piece you 
distribute which will determine its success or failure. 

For a successful mailing piece, you must answer the 
following questions: 

1. Was it timed correctly? 

2. Did its physical appearance reflect precisely the 

character of your store? 

3. Did you have the merchandise in stock and did 

you reorder? 

4. Did you send it to a large number of the right 
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perts on catalogs and direct mail. She has 
done hundreds of mailing pieces for some of 
America’s best retail stores and manufacturers. 


by GOLDALIE FRANK 
President 
Contempo Advertising Agency, N. Y. C. 
kind of prospective customers, as well as those on 
your books? Did you also check your list care- 
fully for errors in addressing and misspelling of 
names ? 

5. Was the mailing piece within your budget? 

The answers to these questions should serve as your 
guide in selecting a direct mail program for your store. 
A careful analysis of the factors involved will go a long 
way to save you much time and money. 

(1) CORRECT TIMING: Always release your mail- 
ings well enough in advance to permit purchases prior 
to fashion needs. Select specific days around which to 
time your mailing. 
Easter, Mother’s Day, Father’s Day, Graduation and 
Christmas. 

Seasonal and merchandise promotions may embrace 


For instance, St. Valentine’s Day, 


spring fashions, June Brides, summer vacationing, Na- 
(CONTINUED ON PAGE 64) 
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with costly materials? 
an entirely new 


man-made suede that 
washes clean with 


FOR SHOE UPPERS 


Color-fast Velvin is not a flocked construction 
but a versatile new material that 

won't scuff, shine or crock. Perfect 

for high style, students, nurses 

and waitresses shoes. 


we TEXTILEATHER “* AZyjot0" 


FOR BETTER 


NOW GudWad with the biggest most complete line 
SERVICE eal vinyl shoe fabrics in the industry | 


VELVIN" TUFSTA’ RESPROID 1000° TOLEX JAMAL’ BRONCO" 
- wv PATENEL" rt TUFSTA- aot NYGEN" Rede RAYETTE’ RESPROID* 
TOLEX” poet” DOUBLER’ MUSTANG’ DURAKALF’ TOLEX" 


A PRODUCT OF 
2 GENERAL Leet eee 


The General Tire 
& Rubber Company 
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Milwaukee Retailers Enjoy 
Exceptional Summer Trade 


THIS summer will go down in 
the books as an exceptionally good 
one for shoe retailers. Weather has 
been favorable. July’s rains proved 
plentiful, but fortunately, most of 
the showers arrived late at night, 
causing no hindrance to shopping. 

Early August finds dealers bat- 
tling to clear their remaining sum- 
mer inventories. The need to un- 
load, according to reports, is not 
as urgent this summer, as it has 
been in some recent years. Summer 
stock remainders are not burden- 
some. Markdowns are orderly and 
sensible. This has been a fast mov- 
ing season for most dealers. 

White shoes have accounted for 
a big share of this summer’s 
women’s footwear sales totals. In- 
ventories of dressy white shoes are 
very low. Pastels proved good sum- 
mer sellers, with oranges, blues and 
greens potent shades. Fabric dress 
shoes moved exceptionally well in 
the downtown salons and depart- 
ment stores. 


Despite confusion among shoe 
people as to whether or not there 
is a growing demand for oval toes, 
local buyers insist the situation is 


clear here. The needle toes are 
here to stay—at least for the next 
few seasons. This market was slow 
to welcome the pointed toes. But 
the ladies now show no desire to 
revert back to the more conserva- 
tive modes. Says one salon buyer: 
“We’re not buying ovals and round 
toes for fall. Ladies’ shoes have 
got to be pretty to sell, and we just 
haven’t seen any of the new ovals 
that are pretty.” 

An indication of the continuing 
recognition of the strength of the 
Milwaukee market: the Baker 
women’s shoe chain has announced 
it will open a fourth outlet here. 
This one is slated for the Bay Shore 
shopping center and is due to open 
in mid-August. 

The fall outlook, according to 
buyers queried, is brightly opti- 
mistic, but what about fall shoe 
prices? Dealers are a little wary 
about the consumer acceptance of 
the new, increased price tags due 
to debut on back-to-school footwear. 
To handle price resistance, most 
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dealers have been scouting new re- 
sources for lower price children’s 
lines to fill in their established 
price categories. 


Busy Season Opens 
For Chicago Retailers 


THE SUMMER doldrums are 
over and Chicago retailers are en- 
tering their busy season. There is 
general optimism, despite some ap- 
prehension about the price situa- 
tion. July followed the usual pat- 
tern of little business except for 
clearance sales, but response to the 
clearances was reasonably good. 


Back to college and back to 
school shoes will dominate selling 
for the next month. College coordi- 
nated promotions opened up in 
most stores in mid-July, but will 
reach their peak this month. Snow 
and storm boots and shoe boots in 
the new adaptations have had good 
acceptance. Loafers, saddles, and 
various versions of each are active. 
However, it’s interesting to note 
that sneakers are recommended on 
every college wardrobe list. Some 
suggest as many as three pair to 
the basic wardrobe. And, judging 
from observation on local cam- 
puses, the figure is accurate. 


Increased prices will get their 





Only Harveys Mas it! 


Artistry im Shoes 
Completely NEW 


Opera Pump 


Tiered sheath of black silk organza picks 
up La Patti diamonds, provides back- 
ground for pump. Nashville {3 cols). 


first real test this fall, most mer- 
chants believe. Noticeable increases 
will appear on well established 
branded and staple shoes. Some re- 
sistance is expected particularly in 
children’s shoes. Many retailers 
have tried to cover themselves in 
this category by adding compensat- 
ing price lines. Medium priced 
children’s shoes seem to be in peak 
demand. 


Women’s dress shoes aren’t ex- 
pected to meet as much resistance. 
However, there have been some ad- 
justments to make up for increases 
in the $12.95 to $14.95 bracket. The 
same adjustments are also taking 
place in some of the casual lines. 


St. Louis Clearances Accelerate 
After Strikes Delay Ads 


SUMMER shoe sales lingered on 
into August. And while figures had 
not been tabulated at this writing, 
indications are that the results will 
be quite satisfactory. Off to a slow 
start because of a curtailment in ad- 
vertising media—St. Louis news- 
papers were on strike—the sales 
gained momentum during July, and 
totals in most stores were up enough 
to offset earlier losses. 

Fall stock has been slow to move 
into St. Louis stores. Retailers were 
determined to cut down summer piles 
first. First offerings, however, are 
giving St. Louis women a compre- 
hensive preview of what’s coming. 
Famous-Barr, for example, reported 
about one-eighth of its stock in the 
last week in July. Nonetheless, the 
variety of lasts on display proved ex- 
tensive: newly squared tips, ovals 
and spoon toes on a shell base in ad- 
dition to varying degrees of points. 
Moving well were several patterns 
with an opened-up air: a calfskin 
pump with an overall pattern of port- 
hole cutouts and an open toe; an 
open toe pump with a ruffled treat- 
ment at the opening; and a very 
sandalized shoe, a wide toe opening 
with a wrapped around look to the 
instep. Expensive $50 alligator 
pumps also were selling early. 

Stix, Baer & Fuller, which will 
open its newly decorated shoe salon 
later this month, also showed some 
new calfskins and new lasts. But 
like most other stores the emphasis 
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is on fabric shoes for transition. 
Notable is the store’s college promo- 
tion: “We like pimento with our 
olives,” which means green apparel 
with accessory accents of red. In 
footwear, however, the emphasis is 
on olive green: heels and flats in a 
wide variety of green leathers; sweet 
kid and brushed leathers for casuals; 
smooth kid, calf and luster for tai- 
lored and dress. Boots also are being 
promoted for wear with leotards and 
slim slacks. 

Vandervoort’s, thus far, confined 
its news to an elasticized pump by 
Accent, stressing lightness of weight 
—unlined suede—for summer and 
darkness of tone—black—for wear 
into fall. 


Shoe Volume Continues 
Upward at San Francisco 


RETAIL shoe sales in San Fran- 
cisco continue to show an increase 
over last year in most stores, both 
in the downtown area and in the 
suburban shopping centers. 

A year ago the downtown mer- 
chants were worried over the trend 
towards the suburban shopping cen- 
ters. This was due to the difficulty 
in finding downtown parking space. 
To correct this new car parking 
garages and areas have been built 
and others are still under construc- 
tion. These are providing spaces for 
hundreds of additional cars, with co- 
operating merchants paying part of 
the parking fees. This seems to have 
turned the shopping tide back to the 
downtown sections. The neighbor- 
hood shopping areas are still doing 
a good business, but the downtown 
stores are getting their share of the 
business also. 

All the leading shoe retailers have 
been having mid-year clearance sales. 
Results have been good, and shelves 
have been cleared for the new fall 
merchandise, some of which is being 
shown along with the sales numbers. 

The early fall showings are em- 
phasizing three main points: sim- 
plicity, elegance, and light weight. 
Most are of the closed types in lines 
that are smooth and graceful with 
simple decorative touches on collar 
and toe. 

Comfortable walkers are also be- 
ing pushed at this time. The White 
House has a variety of Town and 
Country mid-heels and flats for fall 
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at $8.95 to $13.95, while the City of 
Paris is featuring Paradise Kittens 
walkers in black, grey or maple 
suede at $15.95. 

As an introduction to the fall sea- 
son the San Francisco fashion indus- 
tries sponsored their fifth outdoor 
fashion show. This is a two-hour 
event held in Union Square, the cen- 
ter of the shopping district, on an 
elevated 345 foot runway. Billed as 
“the Nation’s only outdoor fashion 
showing,” it ran for two days, 
Thursday and Friday, from 12:30 
noon to 2:30 p.m., and attracted 
thousands of viewers. 


Phila. Sellers Concentrate 
On Fall Merchandise Displays 


PHILADELPHIA retailers are 
now directing themselves almost 
wholly toward selling fall merchan- 
dise. As the month of August pro- 
gressed store windows were more 
and more devoted to fall styles. Dis- 
plays of whites and open types were 
seen but they seldom occupied the 
really prominent “front-and-center” 
positions in the windows. 

From all indications sueded and 
brushed leather types are going to 
enjoy their greatest acceptance in 
years this fall. Although this fact 
was anticipated in boots and casu- 
als, sueded and brushed leather is 
widely used and—perhaps more im- 
portantly—widely promoted in wo- 
men’s slimslim heel types as well. 





— 


pointed ? 


tapered ? 


Ga 


: — halting, 
As seen above, women's shoe styling now 


offers a "toe" for each size and shape 
foot, No need for pain. Seattle {5 cols). 


Among women’s styles which are 
outstanding in the downtown area 
are: a black brushed leather pump 
with needle toe, slimslim heel, and 
satin bow; also on the slimslim heel 
was a Hemlock brushed leather type 
with two cord functional and orna- 
mental elasticized gore. 

Two popular mid-heel styles were 
a two-tone gray brushed leather 
type with large two-tone brushed 
leather gray buckle and bow; and a 
tan calfskin type with a moc-front 
overlay and three-cord elastic side 
gore. 

Flats showing strength included 
a completely unornamented black 
brushed leather style, and a black 
brushed leather two-eyelet tie, with 
eyelets of small raised metal loops. 

Summer shoes selling well in- 
cluded: A white embossed leather 
mid-heel style with perforated 
vamp, miniature strap and minia- 
ture softly rounded tongue; and a 
bone two-eyelet tie with moc front 
of woven thong on slimslim heel. 

Men’s fall styles showing great 
promise included: a light mahogany 
brushed leather strap with high 
Continental tongue, mudguard front 
with contrasting piping, and bouncy 
microcelluar sole; and a_ boarded 
leather tobacco brown strap with 
longitudinal California welt seam 
from tongue to toe, made on the 
baby brogue last. 


Sales Taper Off, Fall 
Selling Begins at Boston 


AS CLEARANCES neared their 
end, several Boston shoe retailers 
stepped quietly into fall. Promotion 
of new merchandise, however, was 
confined mostly to small-space win- 
dow and interior display. There was 
no wide open fanfare with all stops 
out. Newsapaper advertising was 
light and was not expected to reach 
its peak until later in August. 

As has been the case for years, 
black suede pump types were the 
best sellers, followed by medium 
warm browns, some in suede; others 
in smooth calf leather. A few re- 
tailers picked gray as likely to come 
to the fore later in the season. 

Practically all predicted that fall 
figures, helped of course by the 
higher prices prevailing, would be 
better than those of fall, 1958. They 
were not so sure of pairage gains, 
at least during the first part of the 

(CONTINUED ON PAGE 68) 


Boot and Shoe Recorder 














auntlets 


the newest 


CS 








in contemporary 
American shoe making 


This 
is the ; 
(Coectors Caloinet 


... Sell your customer 
not just a pair... but 
a complete shoe 
wardrobe. 
Gauntlets from the Collec- 
tors’ Cabinet will create a mul- 
tiple sale for you...there are 14 styles 
in all. 
Nationally advertised in: 

SPORTS ILLUSTRATED 


GENTLEMEN’S QUARTERLY 
THE NEW YORKER 


Write for tie-in details on The Collectors’ Cabinet... 
and the Gauntlet— in stock catalog 


Gauntlets are manufactured by MATRIX-MILFORD 


MILFORD, MASS. 
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BABY FEET 


GRIP .. 
GRASP 


FLEX .. 


they need— 


BABY SHOES 


family of GCeniele 
— 


PRE-WALKERS 


For the carriage age, 
soft, flexible hand-last- 
ed Buntees . . . let little 
toes grip and grasp. 
Moccasins were Amer- 
ica’s first baby shoe. 


INTERMEDIATES 


For the play pen stage 
Buntees give maximum 
foot freedom. Smooth, 
one-piece vamp, mould- 
ed counters and flexi- 
ble NIVTOP soles cover 
the foot without restrict- 
ing development. 


LEARN-TO-WALKS 


For romping, rambling 
and those first steps, 
Buntees maintain all the 
basic features of foot 
freedom, plus a Good- 
year stitched leather 
midsole for added sta- 
bility. 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 





Success Formula 
ST. LOUIS—“Today’s Fit Shapes Tomorrow’s Feet” is the 


motto of one of the oldest and most unusual family shoe 
stores in the St. Louis area. 

Biring’s Shoe Store at 5005 North Union Boulevard in 
northwestern St. Louis is in its fiftieth year. Founded in 1909 
by John Biring, Sr. with a capital of only $100, Biring’s now 
has an inventory of over $35,000, a staff of four regular sales- 
men and two extras, and an excellent volume of business 
despite the fact that there are 25 other shoe stores within a 
five-mile radius. 

Fit, and specialization in orthopedic work, have taken first 
priority with the store from its humble beginnings as a com- 
bination shoe repair shop and outlet. Most important store 
rule was at the start, and still is, “It’s better to miss a sale 


than to misfit a customer.” 


Old World courtesy has contributed subtly to the unusual 
success of Biring’s. Undivided attention is given each cus- 
tomer. Each sales person waits on only one customer at a 
time, no matter how many are in the store. Success of the 
Biring organization can be attributed also to the store’s 
willingness to operate on a lower margin of profit in return 
for greater volume. In all advertising, “sell the store name” 
is the rule. 

The store’s founder, John Biring, Sr., came to St. Louis in 
1904 to visit the World’s Fair. Born in a small village in 
Hungary, he had traveled through Europe as an apprentice 
shoemaker and could speak and write seven languages. His 
visit to the World’s Fair convinced him that America was 
the land of oppertunity and he settled in St. Louis to learn 
American business methods. 

By day he worked at a brewery. After hours, he worked 


at his home, repairing shoes and making custom-made foot- 
| 


wear. Noting that families of the area were forced to take 
long trolley trips downtown in order to buy children’s shoes, 
Mr. Biring ventured into retailing in 1909, setting up a mod- 
est display alongside his shoe repair equipment. The original 
store was founded with a capital of $100. Sales volume for 
the first year was $1200. He spent most of his time at the 
repair machines, dropping his work to wait on customers on 
the “sales side” of the store. 

Both of the Biring sons, John Jr. and Charles, helped out 
from the time they were able to lift a shoe brush to polish 
repair work. The two now manage the store operation. Facili- 
ties have been expanded, and the store today is modern in 
every respect. Volume is split 70 per cent children’s, 20 per 
cent men’s, and 10 per cent women’s. 

Orthopedic work has been featured and the half-century 
old store enjoys an enviable reputation in this field. Ortho- 


| pedic brands for children include Child Life, Weatherbird 


and Medic, with Weatherbird the store’s principal line in 
regular children’s shoes. For men, brands include Freeman, 
Roblee, Pedwin and City Club; for women, Jacqueline, Con- 


nie, Enna Jettick and Heel Hugger. 


We don’t know about all good people getting to heaven, but, 
obviously, many bad debts get to collection agencies. A 
group of installment-plan furniture dealers in New York City 
got together a few years ago to try and do something about 
their collective bad debts, without resorting to an outside 
collecting agency. What they did was to hire their own man, 
equip him with a uniform that had the word “COLLECTOR” 
in bold red letters on his sleeve, and turn him loose with 
their old unpaid bills in his pocket. The psychology being 
that of embarrassing the defaulters. The method got payments, 
but also collected ill-will, and only about one-third of the 
original group still subscribe to the plan. 


A businessman admitted that his most persuasive dunning 
letter consisted of the best parts of his son’s letters when he 
was away at college. 
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New York State 


FALL orders in New York plants show style preferences 
are running close to anticipated trends. In planning spring 
lines, it is expected that many firms will consider, if not 
adopt, styles which take full advantage of fabrics and syn- 
thetics and less expensive leather. They seek to maintain 
current price levels. 

The price problem is so complicated and fluid that general 
policies are at present vague or unsettled. Some executives 
are waiting for further clues as to whether their customers 
want quality maintained and prices raised or want the price 
line held by manufacturing economies. 

The shoemaker has often been advised to stick to his last, 
but in these changing times shoe manufacturing executives 
are being warned about too much absorption in their own 
affairs. Industry leaders and association officials are urging 
a greater concern with political, labor and economic problems. 

Executives have warned that business in this state is faced 
with almost impossible tax burdens, especially workmen’s 
compensation and unemployment taxes. The drift of shoe 
manufacturers from such areas as Rochester and Auburn 
mentioned by a national union official recently—is due to 
high operating costs related to taxes and legislation rather 
that the lure of cheaper labor in other areas, industry spokes- 
men believe. 


New England 


Have leather prices reached a peak at which they will level 
off or they going even higher? That was the question upper- 
most in the minds of many New England shoe manufacturers 
just prior to the Leather Show in New York. 

No matter what the answer, they found themselves forced 
to pay more for leather for use in their second fall runs than 
they did in April in the early fall runs. In the short time 
between April and the end of July, calf leather had ad- 
vanced ten cents a foot; side leather and splits had gone up 
fifteen cents. These price increases, they knew, would have 
to be taken into consideration in pricing re-orders placed by 
merchants following the opening of the fall retail season, 
just getting under way. The prospect was anything but pleas- 
ing since price resistance, at least in the volume grades, has 
been manifest for some time. 

Most manufacturers have adopted the policy of buying 
leather only when it is actually needed to fill new orders re- 
ceived from their retail accounts. This for two reasons: the 
hope that prices may drop a few cents; and uncertainty as 
to the effect on retail trade of a prolonged steel strike. The 
consensus, however, is that the latter will not be as severe 
as some of the more pessimistic retail buyers have predicted. 
Manufacturers feel that fall business at retail will show a 
good increase over that of Jast year. 


St. Louis 


F AcTORIES in and around St. Louis remain very busy. 
Initial orders have been of such proportions as to keep many 
producers at peak production into September. And now that 
the salesmen are on the road with second fall lines, the pace 
is expected to continue. 

Two subjects of conversation loom important with St. Louis 
manufacturers: price and the Miami Show. On the first: 
the large companies have announced increases on the second 
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fall run of from 2 to 3 per cent on some styles. Further in- 
creases may be forthcoming from them. Most specialty 
houses have remained quiet on pricing. Additions are com- 
ing, however. They can’t avoid them. Whether to break on 
the second run or hold for the new season’s opening is the 
question they ponder. 

The Miami show, scheduled for late September, is causing 
many factories to get resort and spring samples in process. 
“We intend to offer everything that is ready, not wait for 
Chicago,” is one executive’s remark. Similarly, others say 
the Miami show is really the opening gun for spring. “Every- 
thing else has been moved up but the Chicago show,” was 
another’s comment. Enthusiasm for the Miami Beach presen- 
tation is such that most firms intend to send key executives 
to it. “It’s the coming show,” said one. 

Spring-summer merchandise for 1960 already is on the 
road, according to an International Shoe Company spokes- 
man. When salesmen for the three general line divisions went 
out August 3, they carried an expanded line of Amigos— 
Utrilon plastic shoes—and Fun-Shu casuals, as well as a 
festive line for holiday selling. Citrus colors highlighted the 
hop-sacking and sailcloth fabrics offered in Fun-Shus. So, 
it’s spring before it’s fall, but spring seems to have come 
even earlier this time. 


Los Angeles 


SEEN through the eyes of the leading manufacturers, the 
coming fall season in Southern California will be a good one. 

Department stores are purchasing 90 per cent over their 
last fall orders, according to Al Bornstein of Foot Flairs. 
They are rounding out their stocks and filling in the empty 
spaces. 

In terms of style, the oval toes, mostly in the 18/8 heel, 
has comprised about 5 per cent of orders in the higher 
bracket merchandise. They have not even done that well in 
the middle of the road and popular-priced footwear. Retail- 
ers seem to be waiting to see just how well this innovation 
will go over. They will probably wait until next season 
before ordering in any quantity. 

Most manufacturers feel black suede will be one of the 
top products; far bigger than Jast fall. Calf and lustre calf 
in black, grays and brown tones are doing well. A slight 
but very small percentage of blues has been ordered; not 
really enough to be considered too seriously. Donovan’s Deldi 
silk is especially popular so far. The grays and lighter 
browns such as beige, sand and autumn haze and even some 
greens, blues and reds have been ordered in the silk. 

Vinyls and vinyl combinations with all sorts of other ma- 
terials have continued their tremendous boom here. Sling 
pumps and Spring-o-lators and pumps in black suede and 
silk are expected to go over extremely well for wear with 
the black wardrobes being pushed for early fall. Boots and 
bootie types in the 12/8 heels with crepe or non-skid soles 
are the most popular in the type of footwear in this area. 


Chicago 


AbvANCE activity for spring is accelerating in the Chicago 
market. This is the season of sales meetings for many firms. 
Spring lines are being completed and given a thorough going 
over. Some will get advance sampling to key customers. Mail 
order and other volume houses have about wound up their 
preliminary orders. Now, they are working on final commit- 

(CONTINUED ON PAGE 67) 
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Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 30) 


Scores of bills have been intro- 
duced in Congress to limit the right 
of states to tax firms which have no 
inventories, offices, warehouses, or 
stores in their boundaries. The mea- 
sures would reverse a U, S. Supreme 
Court ruling of last winter. 

The Court’s ruling (in the so- 
called Stockham Valve case) upheld 
the right of a state to tax a firm on 
earnings in that state even 


its 


DRE | | shoes give you sales features 


that INSURE your PROFITS 


though it maintained no facilities 
in the state. In this case, the busi- 
ness consisted of orders written by 
a salesman. In a later case, the 
Court added that a state could tax 
a portion of a firm’s total income on 
the basis only of orders mailed to 
the firm from the state. 

The Senate Small Business Com- 
mittee is leading the fight to re- 
verse the high court ruling. It has 
called for a special White House 
commission to work out a nation- 
wide code for taxation of out-of- 
state income by the states. 


Our sales are up 15% for Fall — 
Drew shoes mean extra profits 


for your store! 


DREW shoes simply out-perform 


others with — 


@ Fresh, imaginative styling 


@ Superior fit and steady repeat business 
— not subject to chain store competition 


Always IN-STOCK for greater turnover 


Extra sales and profits at $16.95 to $19.95 
retail—the volume price in the quality field 


Special financial assistance to 
stores and qualified persons 
starting in this field 


Many doctors recommend our basic shoes 


MUSIC — No. D12647, black calf; 
No. 15647, black suede. Fashionable 
tapered-toe pump, no-bite Lastex gore, 
single sole, cookie, No. 85 last, 15/8 
Cuban heel, IN-STOCK. Sized, D1 2647, 
AAAA, 7-10; AAA, 7-11; AA, 6¥%2-11; 
A, 6-11; B, 5 %-11;C, 5%-9;D, E, 5-9; 
15647, AAA, AA, 7-10; A, 6%-10; 
B, 5%-10; C, 6-9; D, 6-8',. 


Write TODAY for new 
IN-STOCK catalog! 


Bente e Al, fem e) i a Mote] ite] 7 walel, | 


LANCASTER, OHIO 


(NEW YORK OFFICE — 746 Marbridge Bldg.) 


(LOS ANGELES OFFICE — Room 881, Alexandria Hotel) 


DREW ®@ DR. HISS e@ 


CANTILEVER-GROUND GRIPPER ® 


TOWN WALKER 





One of the major problems grow- 
ing out of the high court ruling is 
that lack of uniformity between va- 
rious state methods of taxing out- 
of-state income often results in se- 
vere double taxation. 

As a result of the Senate Com- 
mittee recommendation, Sen. John 
Sparkman, D., Ala., and other sen- 
ators are sponsoring legislation 
which, for the short range, would 
prohibit a state from taxing a firm 
unless it has “maintained a stock of 
goods, an office, warehouse, or other 
place of business or has had an of- 
ficer, agent or representative who 
has maintained an office” in the 
state. 

This provision attempts to remove 
present uncertainty in the court de- 
cision over what constitutes “doing 
business” in a state. 

For the long run, the Sparkman 
measure authorizes a special com- 
mission to study uniform standards 
of state taxation of out-of-state in- 
come. 

Other measures would simply pro- 
hibit any state from taxing income, 
either business or personal, derived 
exclusively in interstate commerce. 


The new small business invest- 
ment act, passed by Congress last 
year, should be amended, Congress 
is being told. The amendments 
would encourage formation of more 
companies to make long-term loans 
to and equity investments in small 
firms. 

Spokesmen for the National Asso- 
ciation of Small Business Invest- 
ment Companies say at least 11 
changes are needed if the law is to 
do an effective job. 

Three of the proposed changes 
would liberalize the tax laws to give 
small business investment compa- 
nies a better tax break. They would 
exempt the new lending firms from 
the personal holding tax, exempt 
them from the penalty tax on accu- 
mulated earnings and profits, and 
allow them a deduction of 15 per 
cent of the interest they receive on 
long-term loans. 

Other recommendations would al- 
low incorporated firms to be taxed 
as partnerships, put a ceiling on the 
interest the Small Business Admin- 
istration can charge on funds it ad- 
vances to the lending firms, and per- 
mit the SBA to lend the firms funds 
without regard to their ability to 
obtain money elsewhere. 
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The other recommendations are 
mostly technical changes designed 
to ease formation and operation of 
the new firms. 

Under the small business invest- 
ment company program, private in- 
terests must raise at least $150,000, 
which then can be matched by the 
SBA. The new firms are licensed by 
SBA and permitted to make long 
term loans to and buy stock in small 
firms. Regular banks and other 
lenders are in most cases not per- 
mitted to conduct similar activities 
by federal or state laws. 

Meanwhile, the SBA appears 
likely to get all, or most, of the new 
lending authority it has requested 
from Congress. The SBA has asked 
the lawmakers to increase its lend- 
ing fund from the current $900 mil- 
lion to $1.1 billion. The House ap- 
proved a measure granting a $150 
million boost. 

The agency reported that its pres- 
ent limit on the amount of loans it 
can make has almost been reached 
due to a flood of applications for 
help, spurred partly by last year’s 
business recession. 


Congress and the Administration 


have made it dangerous for busi- 
nessmen to play fast and loose with 
government anti-monopoly orders. 

A new law (P. L. 86-107) makes 
the Clayton Act orders of the Fed- 
eral Trade Commission final after 
60 days, unless appealed. 

FTC orders issued under the 
Clayton Act were not binding un- 
til challenged and subsequently 
tested in the courts. 


Ike and his top officials are find- 
ing it tougher to lure industrial 
leaders to Washington. Although 
there are a number of high federal 
jobs now open, there are few takers. 

In less than 18 months, a new Ad- 
ministration will take over the ex- 
ecutive branch of the government. 
Regardless of who wins the presi- 
dency in November, 1960, it’s a cer- 
tainty the winner will make a clean 
sweep and accept the resignations 
of Eisenhower appointees. 

Because time is running out, it’s 
hard to get good men in business 
and industry who are willing to 
make the financial sacrifices neces- 
sary to taking government jobs and 
who are willing to suffer the unwar- 
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ranted abuse often heaped upon 
them by small men in Congress. 
There are only a relatively few 
months remaining of Ike’s term of 
office. 

Some now-vacant jobs will be 
filled by upping civil service per- 
sonnel to the top positions. Others 
will simply remain vacant for the 
final months of the reign. 

Some business leaders are already 
attaching themselves closely to the 
men they believe likely to win the 
presidential nomination—and the 
presidency. Those who guess right 
are certain to have an inside track 
on choice White House appoint- 
ments to be made early in 1961. 
Those who guess wrong will finish 
up politically smarter than when 
they started. 


Retailers and manufacturers who 
offer discounts to customers for pay- 
ment within a specified time are en- 
titled to a refund of a proportion- 
ate part of the excise tax when tax- 
able merchandise is involved. 

The Internal Revenue Service 
says this tax refund is due regard- 
less of whether the cash discount is 

(CONTINUED ON FOLLOWING PAGE) 


"Twas the month after Christmas, 
| And all through the store, 
|All the Nite-Aires were selling 


Their styles, how they vary, 
| Their trimmings, how jaunty... 


The best slippers ever 


For mom, sis or auntie. 


| Newspapers, too... 


| Seen in national magazines, 


| Nite - Aires leisure lovelies 
| 


Mean PROFIT for you! 


MIDWEST FOOTWEAR, INC. SULLIVAN, MO. 


In Canada at 111 Mt. Pleasant Ave., London, Ont. 





computed on the tax-included selling 
price or the tax-excluded selling 
price. 

Any rebate is presumed by the 
government to include a proportion- 
ate reduction in tax. The IRS points 
out that the customer does not pay 
the tax; the seller—retailer or man- 
ufacturer—does. The seller may bill 
a customer for the price plus an 
amount equal to the tax or for a to- 
tal price. Either way, the seller 
and not the customer legally 
pays. 

The tax officials (in Revenue Rul- 


ing 59-216) use the following ex- 
amples: 

A retailer sells an item for a list 
price of $660. It is subject to a 10 
per cent tax, so the price to the cus- 
tomer is $726. The customer later 
becomes entitled to a cash discount 
of 5 per cent by meeting prescribed 
conditions. 

If the retailer uses a tax-excluded 
base for computing the discount 
($660), the amount of the discount 
($33) is regarded by the govern- 
ment as including a part of the tax. 
The tax is considered reduced by $3 
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“Ephrata has been good for us. They 
helped build a wonderful children's busi- 
ness for Ritchey Bros.,"" says Dr. Bob 
Ritchey. 


Ritchey Brothers operate two stores: one in downtown 
Columbus and one in Grandview. Seventeen years ago 
Ritchey Brothers started the business with one thought in 
mind: correctly fitted shoes for the entire family. "Ephrata's 
In-stock service with our own brand name has meant more 
than any other one factor in the success we have enjoyed 
thus far in our children's business," Bob Ritchey states. 


The Ritchey Brothers are typical of hundreds of merchants 
who have built successful businesses selling Ephrata quality 
and skilled fitting service. They've built valuable names for 
themselves too, names they will always own. 


Let Ephrata show you how you can make a name for yourself. 


SHOE COMPANY 


EPHRATA 


RITCHEY BROTHERS... 
Are Well Known 
In Central Ohio... 
They Built A 


Juvenile Business 
On Their 
Own Brand Name 
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| State. 
| tributed under the name Tektan. 


(1/11th of $33) as provided by the 
law. 

If the retailer uses the total price 
($726) to compute the discount, the 
discount ($36.30) represents a re- 
duction of $3.30 (1/11th of $36.30) 
in the tax. 

In either case, the retailer or 
manufacturer is entitled to file for 
a refund of the amount of the tax 
considered subject to the discount. 
The government does not care which 
basis is used for computing the re- 
fund. 


Senator Hubert H. Humphrey 
(Minnesota Democrat) is asking the 
nation’s insurance companies to 
help independent merchants in their 
fight to rent space in shopping cen- 
ters. 

Testimony presented to a Senate 
investigating group headed by Mr. 


| Humphrey indicates that shopping 
| center owners 
| chain stores. 


prefer to rent to 
A long list of inde- 
pendent merchants swore it was 
difficult if not impossible for them to 
become tenants in shopping centers. 

Senator Humphrey also says he'll 
recommend a program of govern- 
ment insurance for independent 
merchants if insurance companies 
decline to write lease insurance. 

What Mr. Humphrey wants is 
lease insurance, which will guaran- 
tee maximum income to the owners 
of shopping centers. 

If the nation’s insurance compa- 
nies won’t write this kind of lease 
insurance, Sen. Humphrey says he'll 
urge enactment of a government in- 
surance program at this session of 
Congress. 


Represent Dewey & Almy 
CAMBRIDGE, MASS. — Dewey 
and Almy Chemical division of W. 
R. Grace & Company, Cambridge, 
has appointed the Hamblet and 
Hayes Company, Peabody, Mass., as 
exclusive distributor of synthetic 
tanning agents to the leather trade 
in New England and New York 
The new line will be dis- 


The Dewey and Almy Chemical 
division also announced the ap- 
pointment of the Jones Heel Manu- 
facturing Company, Inc., Columbus, 


| O., as representative in Ohio, In- 
| diana and Kentucky. 
| makes weltings, insoles, adhesives, 
| plumpers and coating bases. 


The division 
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Sales Training Series: 


Customer Resistance 
(CONTINUED FROM PAGE 51) 


You should refrain from ridicule 
when the customer gives a silly ex- 
cuse for not buying. She may hon- 
estly feel that her reasons are ex- 
tremely important. Never hesitate 
when you are confronted with an ex- 
cuse. Always have a reply ready 
and make it positive and convincing. 
But never make the customer feel 
that you are using undue pressure 
to make a sale. 


Reassure the Customer 

If the sale cannot be closed, the 
customer should be made to feel that 
every effort has been made to please 
her and that the salesperson is anx- 
ious to try again another time. 
Never leave the customer with the 
impression that she is difficult. She 
must be assured that she is always 
welcome in the store. 

If the customer senses that the 
salesperson is angry because the 
sale was lost, she will probably 
never return. An apology for not 
being able to please makes for good 
business. 

In any type of selling there are 
differences in temperament. There 
are salespeople who are counted 
among the best but who are unable 
to make a sale to persons whose per- 
sonalities clash with theirs. 

There are occasions when a Sat- 
urday extra can sell five pairs of 
shoes to a customer but the best 
salesman in the store couldn’t sell 
even one pair to the same person. 

How many times have customers 
come into a store and been ap- 
proached by a salesperson with a 
result of HATE AT FIRST SIGHT? 
The salesperson probably says to 
himself, “Out of all the people who 
come into the store, why do I have 
to get stuck with this one?” The 
customer, at the same time, is ask- 
ing herself, “Of all the salespeople 
in the store, why did I have to get 
stuck with this one?” 


How to Turn Over a Customer 


Regardless of how good the sales- 
person may be or how nice the 
customer, the sale will probably 
never be completed because of this 
sudden dislike or clash of person- 
alities. 

In this case, when the salesperson 
feels that he is not going to make 
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a sale, the T. O. (turnover) method 
should be followed, with the proper 
amount of finesse. The customer 
must never know that she is being 
turned over. People who shop resent 
being told that they are being 
turned over to someone else. The 
customer feels that if the salesper- 
son doesn’t know enough about the 
stock he shouldn’t be working in the 
store in the first place. This can 
create a very bad impression for the 
T. O. man and make the sale harder 
to conclude. It makes the customer 
feel trapped and gives her the im- 
pression that she will never be able 


to leave the store until she makes a 
purchase. It also creates animosity 
towards the store, its merchandise 
and salespeople. 

However, if the customer does not 
know that she is being turned over, 
the sale may be successfuly con- 
cluded and result in a satisfied cus- 
tomer as well. 

The unsuccessful salesperson sig- 
nals another who is free that he is 
in trouble. The third person then 
approaches and unobtrusively gets 
into the conversation and becomes 
part of the sale. When the customer 

(CONTINUED ON FOLLOWING PAGE) 





GOOD FRIEND OF 
THE FAMILY AND 
SHOE RETAILERS 


Parents become espe- 
cially fond of nylon velvet 
shoes. Their youngsters go 
to school, to parties, romp 
and ride bikes in shoes 
— of this miracle mate- 
rial. 


NYLOVEL always looks 
neat; takes tough treat- 
ment because it’s soil and 
scuff-resistant. If black 
nylon velvet is a first pur- 
chase, retailers can count 
on girls and their mothers 
also buying some of the 
rich NyloVel colors. 


BLUE BONNET SHOE CO., 
Lawrence, Mass. 


has eight styles in the Blue 
Star line for Fall-Winter 
made of NyloVel. Colors in- 
clude black, grey and red. 














FABRICS CORPORATION 
48 West 38th Street New York 18, N. Y. 








recognizes his presence and speaks 
to him, the first salesperson quietly 
bows out of the picture. The cus- 
tomer is then waited on by the turn- 
over man. This is the simple, kindly 
approach. The customer never knows 
that she has been turned over. 


No Substitute for 


Direct Mail Advertising 
(CONTINUED FROM PAGE 53) 


tional Baby Week, Back-to-School, 
fall fashions, etc. 

Individual store promotions can 
cover an anniversary event, Janu- 
ary sales, July or August savings, 
a lay-away plan, a specific merchan- 
dise tie-in based upon a price re- 
duction, or the advertising of a 
manufacturer’s new style for high 
fashion or walking comfort. 

However, you must always bear 
in mind that it is continuity that 
makes direct mail or any advertis- 
ing effective. Therefore, plan your 
mailings for periodic release rather 
than all about the same time. 

(2) PHYSICAL APPEARANCE: 
The first impression your mailing 
piece makes is the most important 
and lasting one. The cover must do 
that job instantly. The character 
of the cover you select should fol- 
low the kind of market you serve 
and are aiming for. If you are 
known in your locality for top qual- 
ity, higher priced merchandise, 
then you will want a more con- 
servative cover. If you want to 
make a promotional splash, then 
the cover should unquestionably be 
punchy and dramatic. If you sell 
to the public on a price basis alone, 
you'll need a bold, eye-catching, 
flashy cover design. 

The number of pages as well as 
the colors in which it is printed 
depend on your budget. Be sure 
though that the character of the 
mailing piece is in keeping with the 
impression you wish to make for 
your store. It may prove far more 
effective to send a well-written let- 
ter or a dramatically designed post 
card than an elaborate mailing that 
looks “cheap.” By the same token, 
if your store wants to convey a 
splashy “credit” message, don’t 
send a mailing piece that does not 
conform to your store selling policy. 

(3) MERCHANDISE: Never send 
a mailing piece unless you have a 
representative stock to back it 
up. Properly merchandised mailing 
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pieces generally illustrate the most 
popular styles and, if you mail out 
the right kind of a brochure for 
your store, you must have the mer- 
chandise in stock. Be sure to 
check it. 

When you prepare your booklet, 
make certain to choose only those 
items that can be reordered. Main- 
tain your stock control by illustrat- 
ing items which are selling to your 
regular clientele. The mailing piece 
will bring new customers to you 
primarily when you present items 
which are in demand. However, 
there may be need for a mailing 
planned for the purpose of moving 
goods at a reduced price when you 
are overstocked. 

Always make certain, too, that 
you select merchandise which is ap- 
propriate for the event. It must 
also be suitable in style and in 
price and for your type of cus- 
tomer. Try to offer a wide selec- 
tion of one fashion at different 
prices; or different styles at a one- 
price presentation. 

(4) YOUR MAILING LIST: It 
isn’t only what you say or how 
you say it, but to whom you say it 
that can determine the success of 
a promotion. The purpose of a 
mailing piece is to bring new 
friends into your store and always 
have the old customers keep you in 
mind. The mailing list will deter- 
mine the quantity you order. 

First, consider your active cus- 
tomer list. These people should re- 
ceive a mailing piece and having 
bought in your store before may 
confidently order by mail or tele- 
phone. However, since the cost per 
thousand decreases considerably 
when your quantity increases, it 
may be wise to get greater distribu- 
tion and not only cover your in- 
active lists, but seek new customers 
by going after those prospects who 
do not buy from you now. 


These lists are available to you, 
and you may be surprised at the 
small cost required to bring your 
store to the attention of a wider au- 
dience. Be sure to check these new 
lists carefully and determine if they 
duplicate your own to avoid one 
customer getting two copies. Make 
certain that any and all address 
changes are corrected in any list 
you use. Another consideration is 
door-to-door delivery instead of 
paying postage. Just make certain 


that the distribution is only in those 
neighborhoods where residents can 
afford to buy in your type store. 

(5) COST: If your advertising 
budget is limited, it will not be pos- 
sible to cover every meaningful oc- 
casion throughout the year with a 
direct mail piece. But you can select 
the most productive events and 
thereby increase your sales. The 
extended time coverage of direct 
mail as compared with newspaper 
advertising is an important consid- 
eration to shops. 

Many shoe selections are made 
after the rest of the wardrobe is 
selected and to harmonize with the 
new clothes. Therefore, a mailing 
piece which goes into the home and 
makes a favorable impression will 
inevitably stimulate sales and build 
good will. Accordingly, shoe shops 
should spend a large portion of 
their advertising expenditures for 
direct mail. Based upon an antici- 
pated month by month volume, most 
shoe shops spend approximately five 
per cent of their gross volume for 
advertising; as a guide, 45 per cent 
of this should be apportioned for 
newspaper advertising, 45 per cent 
for direct mail and 10 per cent for 
display. Of course, the direct mail 
cutlay should include all person- 
alized letters and mailing costs. 
Manufacturers, on the other hand, 
can help retailers to reap more sales 
by furnishing them with good di- 
rect mail and other kinds of adver- 
tising aids. Manufacturers can sup- 
ply better illustrations than local 
stores can obtain. Be sure to know 
what is available for your use. 

If you use a self-mailer, it will 
spare you the expense of purchas- 
ing envelopes. Enclosures’ with 
statements save you postage, too. 
Take advantage of every opportu- 
nity to stretch your direct mail dol- 
lars. The more friends you greet 
by mail, the larger your sales pos- 
sibilities will become. 

The new postal rates which went 
into effect on January 1, 1959, affect 
third class mailing costs of small 
folders particularly. The minimum 
for Bulk Rate which has heretofore 
been 144¢ is now 2¢. This means 
that no matter how small the bro- 
chure, the minimum cost of third 
class advertising mailing is 2¢ un- 
der Bulk Rate with a permit. Every 
effort should be made to cover as 
many merchandise items in one 
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mailing as possible. Determine the 
expected volume from the returns 
of the mailing and be realistic 
about the money you spend. A Bulk 
Rate permit now costs $20.00 per 
year. If you do not sort and bundle 
your mailing to take advantage of 
the Bulk Rate, the minimum post- 
age for third class mail is 3¢. 

If a sizable catalog of 24 pages 
or more is planned, it can weigh up 
to 3.2 ounces and go for a minimum 
of 2¢. The rate of 10¢ per pound 
still maintains for 24-page catalogs 
weighing more than 3.2 ounces for 
each copy. Mailings at these rates 
must be done under the “bulk rate” 
category with a permit and must be 
sorted and separated for postal des- 
ignation. Most cities have mailing 
companies which specialize in this 
service and the cost is modest, often 
less than the same amount of labor 
within your own organization. Also, 
they can facilitate your delivery of 
the mail through the post offices 
and determine, more accurately, the 
exact day of delivery for you. 

Consideration should be given to 
“doubling” your mailings. In the 
past, where you may have had one 


LION Casuals a Sandals 


mailing each month, it may be just 
as advantageous to prepare more 
effective and elaborate mailings 
which will be mailed every two 
months, at the same postage rate. 
Some coordinating of different de- 
partments should be considered 
whereby the different folders can 
be placed in the same envelope. It 
will save considerable time and 
money. 

In any event, you must consider 
your postal costs when you deter- 
mine your budget. Do not forego 
this important avenue of advertis- 
ing. Rather you should consult ex- 
perienced advertising people to help 
you get the proper results from di- 
rect mail with the minimum cost to 
you in production as well as post- 
age. 

Further postal changes are con- 
templated and you should consult 
your local post office when you plan 
your next direct mail program. 

Following are a few basic sales 
pointers that will help you build a 
niche for yourself in the commu- 
nity. 

a. Prepare a sales-worthy letter 
to old customers who haven’t vis- 





ited your store for a long time. Call 
their attention to your unique fa- 
cilities and perhaps new improve- 
ments since their last visit. Stress 
your lay-away plan, if you have this 
service. 

b. Review the papers and assem- 
ble a weekly list of any new arriv- 
als in your town. Write a friendly 
letter asking them to visit your 
store for their shoe requirements. 

c. Always send your congratula- 
tions to the parents of new babies. 
A special little card with a dainty 
design and a clever greeting will 
please your old customers and make 
new ones. An annual birthday card 
not only calls your name to their 
attention but builds good will, too. 

d. A letter directed to engaged 
girls inviting them to visit your 
shop for their trousseau shoes and 
those for the wedding attendants. 
This idea has proved successful in 
many stores and, if properly han- 
dled, can do an effective job for you, 
too. Store and window displays 
should tie-in with this idea during 
the June bridal season. 

e. Be sure to mail a card of greet- 

(CONTINUED ON FOLLOWING PAGE) 
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36097 Charcoal Gray | 
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Ad Mats Available 


SOCIAL CLIMBER 


... getting into the best company 
without half trying, because 
the “smart” set knows that at 
least one good Kangaroo 
pattern is a profitable item in any 
fine shoe line. Genuine 
Kangaroo is available 
from William Amer Co. 
Surpass Leather Co, 
Ziegel, Eisman Co. 


For the new, the different, 
the exciting, the promotable, 
in Sandals, Casuals, 
Scuffs, look to Lion 
first. 


Haif and Full Sizes 6-12 
Ad Mats Available 


23043 Natural 
23032 Black 
23021 Redwood 


LION SANDALS Ine. 


400 EAST 111th STREET NEW YORK 29, N. Y. 
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ing to the new Mr. and Mrs. as 
soon as you can locate their ad- 
dress. Have them consider your 
store their headquarters for all 
their shoe needs. 

f. Keep a record of new custom- 
ers and write them a letter after 
the first purchase. Explain your 
services and charge account or de- 
layed payment facilities, if you have 
them. Try to transform a first-time 
customer into a long-time buyer. 

g. Collection letters should al- 
ways be written most tactfully. It 
is good public relations to prepare 
just the right letter for different 


types of customers. Most people 
are careless rather than dishonest. 

Every letter you write should be 
considered a part of your direct 
mail campaign to build good will 
for yourself and your store. Wheth- 
er it’s an answer to a complaint, an 
inquiry or acknowledgment of an 
order, be sure to solidify your 
friendship with your customers. 
Very often the smallest store can 
make the biggest impression if it 
conveys the owner’s personality, 
sincerity, honesty and efficiency in 
its letters and direct-by-mail pieces. 
Remember, it is the customer’s con- 
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fidence in you that plays a vital 
part in his or her making purchases 
at your store. 

Every direct mail piece you re- 
lease is your “silent salesman.” 
It must present your story quickly, 
effectively and dramatically to make 
your sales barometer soar higher. 

Always remember this—the size 
of your store does not matter. 
Whether it is large or small, each 
has its place in the community. The 
important thing is to present your 
advertising story in the right man- 
ner. The small store or department 
with a limited budget that spends 
its money properly for the right 
kind of mailings and advertising 
has a distinct advantage over its 
larger competitor down the street 
who has a huge appropriation but 
prepares badly designed and poorly 
timed ads and mailing pieces. 


DeKalb, Ill., Retailer Earns 
Golf Cup at Midwest Outing 


CHICAGO—Art Erickson of De- 
Kalb Leslies Shoes, DeKalb, IIl., has 
won permanent possession of the 
President’s Cup of the Midwest 
Shoe Travelers’ Association, Inc. He 
did so at the annual outing held last 
month at Itasca Country Club, 
Itasca, IIl. 

This was the third time Mr. Er- 
ickson had won the cup with his 
score as first low gross retailer. He 
was also awarded a golf cup given 
by BooT AND SHOE RECORDER. 


Some 100 retailers and shoe trav- 
elers and guests turned out for the 
event. 

Ralph Tucker of Omega Shoe 
Company, St. Louis, was first low 
gross winner among wholesalers. 
Jack Spenko was first low net re- 
tailer, and Chan Krause, Portage 
Shoe Company, first low net whole- 
saler. Other winners were Mort 
Fields, second low gross retailer; 
Gregory Wilde, second low gross 
wholesaler; P. Darmstadt, second 
low net retailer, and Norm Canty, 
second low net wholesaler. Addi- 
tional winners among the men were 
S. Cozzolino, Bill Reavis, J. Kneipen 
and S. Berger, and B. R. Davis. 

Women’s winners were Ruth Ray- 
mond, first low gross; Marge Holt, 
first low net, and Jane Wilde, second 
low net. 
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Manufacturing News 


(CONTINUED FROM PAGE 59) 


ments. Shoes for resort and southern promotion will be 
ordered within the next few weeks. 

One interesting note on second fall orders is the increasing 
interest in oval toes. Style houses have bought both ovals 
and needle and indicate the trend will continue in favor of 
the former. This will be intensified for spring. 

Casual types have done extremely well, probably because 
they are being substituted in certain price brackets. How- 
ever, several spokesmen have pointed out that there is danger 
that some of the so-called middle priced casuals may be 
priced out of the picture. There is a lot of shopping being 
done for anything in the $10.95 to $12.95 field. Dressed-up 
versions of canvas casuals are getting a lot of play. They 
may well be 2 big factor for both men’s and women’s volume 
houses by spring. 

Taking a long view, there is a strong feeling that there 
will be more conservatism in lines than has been seen for 
some time. This does not mean that there won’t be the usual 
run of new styles. But, selections may be smaller, and use 
of color may be restrained in calf and high quality leathers. 
increasing costs of leather and expected rises of other ma- 
terials are said io discourage experimentation. 


The shoe salesman of China in the early 1900’s evidently 
didn’t have an enviable lot, according to a report published 
in 1916 describing the way the Chinese purchased shoes in 
Shanghai. It seems that it was customary for the buyer to 
bring his entire family with him to the store, and they had 
everything to say about the final selection, while the ultimate 
wearer himself expressed no interest. The description men- 
tions a “group of celestials” in a shoe shop here who were 








JilAtt 
QUALITY 
shoe trees.. 


i styled for every shoe 


FITALL . . . styled for 
sales, priced for profit 
and sized for men’s, 
women’s... .and 
children's shoes. 
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“jabbering loudly” and were apparently in a “fighting mood.” 
However, when an inquiry was made of the shopkeeper, he 
explained that the group was merely a peaceable Chinese 
family engaged in picking out a pair of shoes for a relative. 


... at Their Own Game 
WASHINGTON, D. C.—Here’s how to beat those extra 


costs tacked on by manufacturers and wholesalers: 

A small Florida merchant, irked at finding “extras” added 
to his invoices, replied to his supplier as follows: 

“Please be advised that we also have a new ruling to the 
effect that a $1 charge is made on all checks made out for 
invoices under $50. This will exactly balance off your service 
charge.” 

—from National Retail Merchants Association. 
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and they’re SNOW 
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In Black: Patent or 
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Over 200 Styles in Stock * Ready for Immediate Delivery 


STYLE © QUALITY ¢ PRICE ¢ SERVICE 


Cd White union Shoe C. 


MANUFACTURERS * PARAGOULD, ARKANSAS 





Retail Trade News 
(CONTINUED FROM PAGE 56) 


season. Higher grade stores looked 
for some price resistance in their 
top lines of smooth calf. As one mer- 
chant put it: “How are you going to 
convince a customer that it’s neces- 
sary to price calf shoes at $1 or even 
$2 more than suede. All she knows 
is that they’re both leather. It’s 
going to take a homily on leather 
economics and when you have fin- 
ished, chances are all you will have 
accomplished is to irritate her.” 

The Curtis Enna Jettick store, 
also on Tremont Street, kept sale 
shoes in the windows until late in 
July. By early August, however, fall 
shoes were shown in new trims. In- 
cluded in colors were black suedes, 
brown in suede and smooth calf, 
Gentian blue suede and cherry red, 
among others. Also introduced were 
two much higher priced styles than 
this store has ever carried before. 
These were of lizard-alligator and 
alligator, both with matching bags. 
The shoes were priced at $19.95 with 
bags at a dollar less. However, the 
regular price range of $10.95 to 
$12.95, with a few numbers‘ at 
$13.95, prevailed for most of the 
store’s stock. 

Worrying some of the high price 
stores was the fear that fall re-or- 
ders, when placed, might find the 
market even higher than it was when 
initial orders reached the factories. 
It was reported by one of these 
stores that manufacturers had guar- 
anteed prices only for the first fall 
run, and they had intimated that 
another increase might be necessary. 


Markdowns Clear Slow 
Numbers at Minneapolis 


SHOE business activity at Minne- 
apolis continued at a steady pace 
spurred on by annual sales of sum- 
mer merchandise. Most buyers said 
that they had had a good season on 
casuals and were winding up the 
season with markdowns to clear the 
remaining numbers. Customers 
seemed to be interested not only in 
casuals but all types of summer dress 
shoes which were on sale. 

There continued to be considerable 
interest in open shoes. Mid-heels 
moved very well and appeared to be 
gaining in popularity although there 
was the continuing interest in the 
high 21/8 and 23/8 heel. There also 
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was greater buyer interest in the 
flatter heels. 

Fall shoes began to appear in 
stores, although many department 
heads said that fall shoe business so 
far was “spotty.” An exception was 
the buyer for a large department 
store who reported that customers 
were looking for black and brown 
calf numbers. There has been a de- 
livery problem on some fall shoes, 
he said. Delti-suedes also got the nod 
of buyers. Generally, buyers and de- 
partment managers expect a big sea- 
son on fall shoes. 

Men’s shoe business also was con- 
fined to sale merchandise with light- 
weight goods and summery casuals 
the most interesting to the male cus- 
tomers. A few fall shoes moved, but 
these were bought mainly by men 
who confine their shoe purchases to 
year-around weights. 

Children’s shoe stores reported a 
trickle of activity on back-to-school 
shoes, although it was a little early 
for this, managers said. Most busi- 
ness was centered on cleaning out 
summer odds and ends, they de- 
clared. 


Exceptional Retail Volume 
Enjoyed by Denver Sellers 


EXCEPTIONAL tourist business 
and early fall promotions continued 
to create gains in retail shoe sales 
volume in the Denver area into mid- 
August. 

The gains followed an unusual 
July clearance sale business. Men’s, 
women’s and children’s shoe sale 
business showed marked increases 
along with all retail sales in the 
area. The tourist business was ex- 
pected to hold up until Labor Day. 

Some disappointment was voiced 
in both men’s and women’s casual 
business this summer. Men’s cas- 
uals did not move in many shops 
as well as had been expected, and 
the trend appeared to be toward 
lightweight shoes rather than the 
true casuals. 

“The import picture has distorted 
our women’s shoe business,” one 
prominent independent shoe retailer 
said. “In units we show gains; in 
dollar volume, not. When a mother 
and her daughters—yes, and even 
her husband and sons—can be out- 
fitted in these thong type shoes and 
Japanese shoes for less than $10, 
what are you going to do with the 
quality casual on the shelves.” 


In early fall promotions for 
women, good results were being re- 
ported in soft deldi suedes in 
pumps, in semi-open types in suede 
and vinyl! and in polished leathers. 
One store had good results from an 
early promotion of gunmetal pol- 
ished leather, but black is expected 
to carry through in first place. 
Brown, soft tans and rich deeper 
shades of brown are expected to 
make good strides into fall. In 
some stores early promotions of 
reptiles with matching bags were 
showing volume results. “Red is 
dead this fall,’ was the consensus 
of several women’s shoe retailers. 

A new interest in boot shoes 
among the teenagers is apparent in 
a number of stores and these will 
be promoted from mid-August on 
as back-to-school “musts.” Inter- 
est is especially shown in _ boot 
shoes from below-the-ankle height 
to over-the-ankle height in cuff 
types and with frilly slashed tops. 
Last year there was only a mild 
interest in “city boots” here, but 
this year several retailers have 
stocked them in volume to retail 
from $6.95 up to $15. 

For back-to-school business in 
girls’ and teenagers’ shoes another 
retailer predicts that the gumdrop 
type of shoe will be number 1, the 
elastic laced toe “be-bop” style, 
number 2, and “city boots,” num- 
ber 3. 

As to men’s shoe business, one 
retailer put it this way, “It’s a 
funny situation. You don’t think 
it’s rushing at any time, but when 
you chalk up your end-of-month 
figures, you show an increase.” 


Puerto Rican Wages Raised 


SAN JUAN, PUERTO RICO — 
The government ordered shoe manu- 
facturers here to start paying higher 
wages to homeworkers, starting Au- 
gust 7. A new wage regulation says 
the minimum piece-rate for home- 
workers engaged in the hand-lacing, 
single-stitch, with plastic lacing ma- 
terial of leather moccasin plugs, 
shall be 88/100 of one cent per dozen 
stitches. 

The U. S. Department of Labor 
says the higher piecework rate is 
made necessary by new minimum 
hourly rates which became effective 
May 28. At that time, the hourly 
minimum for the shoe industry here 
was set at 59 cents. 
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Spartan... tailored pump 
elegance... the perfect suit 
shoe to complement fashion- 
favored beiges and browns. 
Covered leather ornament 
with a touch of gilt, a 23/8 
heel... and the leather, 


of course, is 


Hiecema 


if 


#922 Molasses... and in all 
other Hubschman fashion colours 
... by Schwartz & Benjamin, 
Inc., New York 1, New York 
E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23. . . Fashion Office: 261 Fifth Avenue, New York 16 
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fornia slip-lasting process came in 
with the war. Closed type shoes gave 
way to the very open styles. Then 
the full cycle round again . . . the 
closed patterns back in style... and 
now, the increasing popularity of 
the open toe, open back—sling, mule 
type, D’orsay. Lasts, too, went from 
the very pointed ones to the Baby 
Doll, the needle and double needle 
toe. 

By 1930, Rube was ready to go 
into business for himself; and since 
all his previous connections in the 
shoe world were in women’s high 
style, novelty shoes, it was natural 
that he should decide to specialize 
in that segment of the industry. An 
interesting sidelight and commen- 
tary on his courage and convic- 
tion. . . . Not only his brother but 
two very dear friends (and the ref- 
erence is not to those two fellows 
Open to Buy and Markup) tried to 
dissuade him. They didn’t think he 
had a chance; and even tried to in- 
fluence the United Shoe Machinery 
Corporation not to lease shoe ma- 


chines to him. Rube, however, would 
not be diverted from his purpose. 
In every case he overrode the ob- 
jections and suggestions with logi- 
cal and convincing arguments. The 
result? The one friend, who was a 
supplier, gave him merchandise and 
credit. The other ... a customer 
. bought plenty of shoes from 
him. Needless to say, the business 
flourished and was successful. 

There are about 325-350 workers 
at the factory, which is located at 
1725 North Sixth Street in Phila- 
delphia. And they produce some 
10,000 pairs a week ... the full 
range of women’s high fashion 
shoes for street, dress, evening wear 

. in the popular price range. For 
the most part, these are unbranded 
shoes. However, the Reuben Gordon 
Shoe Company owns the Thomas 
Cort name and it identifies some of 
the styles in the line. 

Rube works with the designers 
and pattern makers. Although they 
bring out two major lines a year 

. they never stop making samples. 
He believes that spring 1960 will 
see even more emphasis on white 
shoes than this past season. Vinyl] 


shoes will come back stronger and 
there will be more mesh shoes... 
newer versions of the material. 

Now, we come to that phase of 
Rube Gordon’s career that is his 
main forte, his specialty . .. the 
unique niche he occupies and which 
has earned for him the distinction 
we referred to at the beginning of 
this article .. . “one of the best and 
most successful shoe salesmen in the 
country.” There is only one sales- 
man in the Reuben Gordon Shoe 
Company. Rube Gordon is the one! 
His territory is the entire United 
States and his customers—the inde- 
pendent shoe retailers, chain and 
department stores within our vast 
country. When you consider the an- 
nual shoe output of the company— 
some 500,000 pairs; and the terri- 
tory—the entire United States . 
you get some idea of the immensity 
and scope of Rube Gordon’s abili- 
ties. 

In 1937, Rube took a small office in 
the Marbridge Building in New York 
City. A few years later, he moved 
to their present quarters on the 
tenth floor of that building. There 

(CONTINUED ON PAGE 73) 





The biggest. demand | is for THIS BIGGEST NAME BRAND! 


Ee, ” Your customers will ask for 


a 


—~ DANSKINS 


full fashioned and seamless 


__TIGHTS - 


‘ 


NEW FALL PRICES 


All Popular Constructions 
CHILDREN’S TIGHTS 
Full Fashioned 
Non-Run Full Fashioned 
Seamless Run-Resist 
“‘Ivy-League” Stripes 
WOMEN’S SIZES in same 
constructions as above 
LEOTARDS 

for Children 
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© All Prices are Retail 
* Immediate factory delivery 


* Order direct © Write for 
iilustrated Catalog No. B-6 


$3.50 quality! 


$3.95 


TEOTARDS - TRUNKS 


knit of 
stretch nylon 


Best sellers everywhere! Stores get terrific 
response when they feature Danskins—the 
name consumers recognize for finest 


Tights and Leotards, knit-for-perfect-fit in 


20 fashion colors, to wear matched or mixed. 


from $3.50 
from $4.50 
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New York 16, N.Y 
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Does your store look like 


‘BEFORE’ o- AF TER’? 























Does your store front suffer from com- 
parison with other ones in the neighbor- 
hood? A new or remodeled building 
located next door—or even down the 
street—could make your store look like 
the “before” in a series of “before and 
after” photos. 

A Pittsburgh Open-Vision Store 
Front can dress up your store to help 
you compete successfully for the atten- 
tion and patronage of passers-by. Its 
modern design tells people you are an 
up-to-date businessman with pride in 
the appearance of your store and your 


neighborhood. Its open vision enables 
you to advertise and display your mer- 
chandise to potential customers. As a 
result, your prestige and profits soar. 
Pittsburgh Plate has an imposing ar- 
ray of store front products to choose 
from, and their design possibilities are 
practically unlimited. Once a store 
owner sees his new Pittsburgh Open- 
Vision Store Front, he’s glad to have it 
featured in “before and after” photos! 
So, if you're interested, send for our 
free booklet, “Put Your Best Store 
Front Forward.” There is no obligation. 


_-ASs COMPRAN Y 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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Pittsburgh Plate Glass Company 
Room 9200, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pennsylvania 


Please send me a FREE copy of your store front 
booklet, “Put Your Best Store Front Forward.” 





Address. 
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are a spacious show room and offices 

. . attractively furnished and deco- | 
vated in colors that whisper at you. | 

We asked particularly about the | 
picture on the wall of the office . . 

a pen and ink sketch of Lady Godiva | 
... all finely drawn and unobtrusive. | 
The dominant note is an open toe, | 
open back, high-heeled T-strap sandal 
in brilliant ruby satin. We learned 
that this was a gift from a customer | 
of Rube’s on the west coast ... and 
it commemorates a particularly suc- | 
cessful pattern. Back in 1944, dur- | 
ing World War II, Mrs. Gordon 
wanted a pair of new shoes. Leather | 
was scarce ... so Rube designed 
and made a pair of satin sandals for | 
her. This proved to be their most | 
successful shoe for a number of | 
years. 

On Tuesdays and Wednesdays | 
Rube is sure to be in his office at | 
the Marbridge Building. Over the 
years, he has made it a practice 
to take the 7:30 A.M. train in from | 
Philadelphia and a late train home 
the following day. 

Twice a year, generally during the | 
Leather Show, he hosts a _ buffet | 
luncheon at the Waldorf-Astoria for | 
his customers, tanners, suppliers and | 
friends; and he has been gratified to | 
see the guest list increase each | 
year. | 

“IT don’t think people have any 
cause to gripe about the shoe busi- 
ness,” says Rube. “When I hear 
them complain, I always remind 
them that if it was easy, every one 
would be in it.” 

What is the formula for success? 
In Rube Gordon’s case one of the 
most important elements is his keen 
sense of perception and the ability 
to translate and interpret these into 
fashion trends that prove to be the | 
accepted and popular styles. 


Esquire ‘Scuff-Kote’ Deal 


NEW YORK—For the _ back-to- | 
schoo] selling period, Knomark, Inc., | 
manufacturer of Esquire polishes, is 
offering dealers two free packs of 
its Scuff-Kote with every 22 or- 
dered, until September 30. The pol- 
ish is available in brown, black or 
super-white. Backing the product is 
a widespread advertising campaign 
including TV. 
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“,..and best of all, 
it features BORG 
lining and trim” 


FP gan 


luxurious BORG fabrics are made by 


the manufacturers of famous Borgana 


Discerning women everywhere 
associate the name BORG with 
quality and value. Utilize this 
nation-wide recognition when you 
sell winter-weather footwear 
featuring BORG lining and trim. 
You'll find it makes the difference 


that makes the sale. 


BORG FABRIC DIVISION 


Amphenol-Borg Electronics Corporation * Delavan, Wisconsin 


In Canada... Borg Fabrics Limited * Elmira, Ontario 





Plastic Wedge Heel Developed for Calif. Process Shoes 


LAWRENCE, MASS. — A new 
company, Russell Plastics, Inc., has 
been organized here as an affiliate of 
Amalgamated Plastics, Inc., to make 
what is said to be the first plastic 
molded wedge heel for California 
Process shoes. 

President and treasurer, respec- 
tively, of the new company are Mit- 
chell M. Segal and Robert Gold- 
baum, who developed the Lifetime 
Heel made by Amalgamated Plas- 
tics with home office in Lowell, Mass. 
Other officers are Richard Goldbaum, 


first vice-president, and Robert Se- 
gal, second vice-president. 

Named the Wonder-Wedge, the 
new heel consists of two injection- 
molded styrene plastic sections, a 
hollow shell and a deck. The deck is 
inserted into the shell, where it au- 
tomatically locks permanently into 
place and is shipped to the shoe man- 
ufacturer as a complete wedge. 

Wonder-Wedges are currently 
available in the conventional two- 
inch height used on California Proc- 
ess shoes and the company plans to 
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Team up with Little 
Pierre—French ace in the American 
baby shoe world. Point by point, 
he’s a sure winner! 
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Little Pierre’s catalog showing his complete line 


of shoes, and prices. 


CHAMBORD SHOE Co., INC. 350 Fifth Avenue * New York 1, N.Y. | 


France, making 8,000 
pairs of shoes a day, 
knows how to cut costs— 
§ passes on savings to you! ! 


<7 sales | 


the original of a much- 
imitated style! Ours is in 
the softest of lambskin, 
washable, fully nylon fleece 
lined with chrome sole. 
#2301, white; #2302, pink; 
#2303, bive; #2304, red 
Sizes 4-8... . 9-12 


IMMEDIATE 
DELIVERY 
from a well stocked 
warehouse in 
Norwalk, 
Connecticut 
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West Coast rep: Jim McElroy. . . McElroy Shoes, Inc., P.O. Box 578, Winters, California 


New Wonder-Wedge heel made by Rus- 
sell Plastics, Inc. Before assembly the 
heel is seen to consist of a hollow shell 
and deck, both of injection-molded plas- 
tic. Deck is inserted into shell, where it 
automatically locks. 

introduce other wedge shapes, styles 
and designs in the near future. 

Claims made for the new heel are 
that it will not shrink and swell 
as the humidity changes, and will 
not chip or split during shipping or 
handling; that it will withstand ex- 
tremely heavy pressure, permit a 
clean joint where the platform butts 
the wedge, allow the shoe manufac- 
turer to eliminate a sanding opera- 
tion and enable him to offer a slim, 
shapely shank. 

Newly added to the line of Amal- 
gamated Plastics is the Perma-Flat, 
a molded polyvinyl heel for use on 
women’s and teenagers’ flats. It is 
said to be resilient and long-wearing. 
Color and finish are molded into the 
heel, and its side is finely scored to 
resemble a stacked heel. Its use, says 
the company, will eliminate any heel- 
finishing operation in the shoe fac- 
tory. 

New designs in Lifetime Heels 
have also been introduced by Amal- 
gamated Plastics. The first, called the 
Fanflare, has a slight outward flar- 
ing at the base which fits into a 
further flared toplift, thus creating 
the illusion of even greater slimming 
in a thin heel. Another is the Con- 
tinental with a squared-off breast 
line. A third among the 11 new heel 
styles is a squash or shaped demi- 
flat heel. 


Barrett Buys French Tannery 

NEWARK, N. J.—Barrett & 
Company, Inc., Newark tanning 
firm, has purchased a French calf- 
skin tannery in the city of Bourg- 
Argental, Loire. Under Barrett su- 
pervision, the tannery will operate 
as Barrett-France. 
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“Red Wing Shoes are built for rugged wear. That’s why 
weve specified neoprene soles for over 20 years” 
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Better Things for Better Living . . . through Chemistry 





E. L. E. Webster, Vice-President 
Red Wing Shoe Company 
Red Wing, Minnesota 


Mr. Webster says, “The soles on our work 
and safety shoes must be tough to take 
the daily beating they get from mud, 
rocks, oils and acids around an oil rig. 
That’s why Red Wing is starting its third 
decade with neoprene soles.” 

Leading shoe manufacturers such as 
Red Wing specify neoprene soles and 
heels for their toughness and durability 
under rugged working conditions. Neo- 
prene comes through cold-weather serv- 
ice without cracking or losing its flexi- 
bility and has repeatedly demonstrated 
excellent resistance to oil, grease and 
chemicals under rough abrasive condi- 
tions. Over the years, new types of neo- 
prene and improvements in established 
types have kept it the longest wearing, 
resilient soling material available. 

Customers like the longer wear they 
get with neoprene soles. Men whose work 
is really rough on shoe soles (service 
stations, heavy construction, oil fields, 
foundries) know and continue to buy the 
shoe that gives longer wear. Many work 
and safety shoe retailers report that neo- 
prene soles are used on their leading and 
best selling models. The selling power 
of the neoprene name is put to work 
right on the shoe sole. Specify neoprene 
for your work and safety shoes and add 
a profitable sales asset. E. I. du Pont de 
Nemours & Co. (Inc.), Elastomer Chemi- 
cals Department BS-8, Wilmington 98, 
Delaware. 
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hea{ricals 


by BERNED 


BALLET SLIPPER 
Fine leather, fully 
lined pleated toe. Gore 
over instep. Half sizes 
7 smali through 10 
1 B, C, and D 


width 
Black. or white. .$1.90 
Men's 6 to | 

D and 2.90 


STREET BALLETS 


All-occasion eather ballets for 
street and evening wear. Hand- 
fasted. Biack and white leather. 
white satin, silver and mesh. Sizes 
4 te 10AA and 4 to 108 $1.90 


Chrome sole vous 
Foam crepe . One-Strap Baby Louis heel shoe 
8 small to 9 large 
Colors: Fawn, Black and seasonal widths. Sizes 9/2 and 10, 25¢ 
colors. extra. 


THEATRICALS 
by Berned have 
won the acclaim 
of professionals, 
teachers and 
student dancers. Crafted 
with painstaking care to 
specifications laid down by ballet 
masters, they offer the functional 
design and flawless fit so vital to this 
exacting art. This line covers all your 
dance footwear and accessory needs on 
a rapid in-stock basis at no extra cost. 
Write today. Make your store headquarters 
for this wanted line in your town. 


\\ 

COMPLETE LINE OF ACCESSORIES \X 

BERNED SHOE CO. S 
207 ESSEX ST., BOSTON 11, MASS. 
Manufacturers © Distributors 


nna 
STANDARD KNIT LEOTARDS 
Short sleeve, Child's (Sizes 2-14).... .$1.90 
Short sleeve, Adult's (Sizes 10-20)...$1.90 


ACROBATIC SANDAL THEO TIE 
Dressy 14/8 Cuban heel shoe $3.70. 


$3.80. Sizes 32 to 9 M and N 


TAP TIE 
Covered heel with overtoe taps un- 
ye | or leather heel with over- 
heel taps attached. Black 

Patent or white leather. 


82 to 
12", 2 to 
32 to 
92 and 


TOE SHOE 


Pink, black or white satin with 
suede leather tip. Genuine hand 
turned 9 small to 9 large. . .$3.75 


TAP OXFORD 

All-over genuine black patent 
leather for youngsters, 4 and 
men. Overtoe taps include 

8, to 12 (D _ oe . $3.55 
122t0e2B&D. 3.75 
242t06B &D 

6'2teI2B&D 


MAJORETTE BOOTS 
Children’s, Misses’, Growing Girls 
eee: De WP Bivicocesecced 
Sizes 8/2 to 12 
Sizes 12'2 te 3.. 
Sizes 4 to 


Ye KNIT 
LEOTARDS 


First choice of students and 
professionals. Spring-knit of 
fine durene yarns, they 
“‘give’’ with every body 
movement. Talon fastener. 
Elastic in legs. Highly ab- 
sorbent. Black and colors. 

Sh. SI. Child’s 2-14...$2.25 
Sh. Si. Adult's 10-20. .$2.50 
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Editorial 


(CONTINUED FROM PAGE 37) 


about the strike. To him it is immediate and real. He is 
concerned with the eternal problem of the merchant, 
Inflation, the 
importance of “local rules,” face-saving by union leader- 


money in the till come Saturday night. 


ship, industry’s quarterly statements, these are all of far 
less importance to him, than what his bank balance will 
be on Monday morning. Merchants in steel towns are 
on the firing line now; they are seeing at first-hand the 
enormity of the waste which strikes impose on our econ- 
omy. They are getting a capsule version of the irreparable 
harm which strikes do to American business and to the 
consumer. 


A Chicago textile house sends a little good money after 
bad—debts. And does it with quite a bit of success. To a 
previous defaulter, it sends a cheap deskpad daily calendar. 
A memo written in large, clear hand appears on the daily 
reminder a few days ahead: “Send check for ———— (amount) 
to the (name of company) today!” 


Some women think economy consists of running their lives 
on a fuss-budget. 


It’s better to give than to receive—and it’s deductible. 


When some people claim to have something on their 
minds—they’re making an overstatement. 


It’s easy to make money nowadays—what’s tough is to 
make a living. 





EV 
N CREAM 


Your Customers 
Buy Good Shoes 


THEY DESERVE A QUALITY DRESSING 


MELTONIAN 
CREAM 


AGENTS 
SALOMON & PHILLIPS 
460 4th Ave New York 16, N. Y. 
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since 1830 makers of furniture for public use 


THONET 


write for illustrated material. THONET INDUSTRIES INC. 
One Park Avenue, New York 16, N.Y. 
SHOWROOMS: New York, Chicago, Detroit, Los Angeles, 
San Francisco, Dallas, Miami, Statesville, N. C. 


mix 


NY 


design 3221 





The Retailer Speaks... 


GARRISON PLAINE 


Waar should a conscientious re- 
tailer do when a teenage customer 
asks to see a shoe that obviously is 
unsuited to her foot? That is a daily 
problem for most stores that sell grow- 
ing girls. 

Garrison Plaine, department head 
for growing girls and teenagers at 
William Hahn & Company, Baltimore, 
Md., advises his selling force to use 
this diplomatic procedure: 

“Greet the young lady and seat her 
with confidence. Measure both feet 
with interest. Fit the shoe and call 
the floor man to check on the fit. If 
he feels this isn’t the correct style for 
the customer’s foot, let HIM tell the 
girl . . . he will advise her how very 
important it is to have the correct 
shoe for HER particular type of foot, 
suggesting, in the process, another 
style type of shoe. It may take a few 
minutes longer to complete the sale, 
but it will make a real customer for 
the store.” 

William Hahn & Company has the 
reputation for fitting as a must, guar- 
anteed in every respect. Therefore, 
Mr. Plaine explains, “we always ad- 
vise the teenagers to take the shoes 
home and let their parents see them. 
If everyone is not pleased, the mer- 
chandise can be returned for credit; 
or a refund of the full purchase price 
is guaranteed.” 

Heading a department specifically 
geared to growing girls, Mr. Plaine 
emphasizes the need for knowing what 
types of shoes the teenagers are wear- 
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ing . . . and demanding. When re- 
quests are made for types not covered 
by current stock, the department head 
gets in touch with his buyers and in a 
short time the “wanted” shoes are in 
the store. Customers who have asked 
for this particular footwear are con- 
tacted . . . by phone or by mail... 
and asked to come in for a fitting. Or, 
if the exact shoe size is known, the 
shoes are sent out on approval. 

“If a particular style starts to sell 
VERY well,” Mr. Piaine points out, 
“we give the shoe an appropriate 
name. The result: teenagers come only 
to Hahn’s for this ‘name’ shoe. The 
procedure of naming a shoe has 
proved a selling success, season after 
season.” 

In a good many cases, the Hahn 
executive says, teenagers don’t have 
enough money to pay for shoes se- 
lected. A deposit is permitted, and 
the merchandise is placed in Will Call. 
In some instances, the teenagers work 
for the balance . . . in others, they 
receive it from parents. But the result 
is that the customers are happy be- 
cause they get what they really want. 

A further aid to teenagers is the 
Revolving Charge Account. This al- 
lows a teenager, just starting out on a 
new job, to pay for purchases on a 
budget basis. A purchasing limit is 
established and this cannot be ex- 
ceeded. The account, however, gives 
more teenagers freedom to come in 
any time and make selections from 
Hahn shoes. 

Conclusion: Garrison Plaine’s de- 
partment sells thousands of pairs of 
shoes each week. And not only does 
the store profit . . . but so does the 
Teenagers get the styles 
they want; they also get only those 


customer. 


that are good for their individual foot 
requirements. oo 


Dewey & Almy Adds Plant 


NEW YORK—The Dewey and 
Almy Chemical division of W. R. 
Grace & Company, Cambridge, 
Mass., has opened a $4 million new 
plant, the division’s 15th, at Owens- 
boro, Ky. Its products will include 
vinyl emulsions and synthetic rub- 
ber latices. 


Designer Says: 
Nowadays Boots Are 


For Everyone to Wear 


DENVER—“The biggest change 
in boot business and in boots them- 
selves has come since World War II. 
Today’s successful boot merchant 
and salesman sells boots not only for 
ranchmen and oilmen, but for every- 
one to wear in home work, yard 
work, on vacation, on outings and— 
just all the time.” 

These remarks come from Harry 
Olsen, secretary-treasurer of Olsen- 
Stelzer Boot Company. The firm was 
founded by his father, the late Carl 
Olsen, in Henrietta, Tex., many 
years ago. 

Mr. Olsen traced the evolution of 
boot-making during an interview in 
Denver. He is designer and produc- 
tion manager for his firm, which 
makes quality handmade boots. 

He pointed to two outstanding 
new numbers—an oil derrick boot 
and an eagle boot, retailing for $100 
a pair. It requires an expert seven 
hours, he said, to cut out the side 
inlays depicting oil machinery to 
the last detail. The boot, made with 
a one-piece top, is distinct with the 
Texas gold star in front. This boot, 
made with chocolate vamp and an 
off-white top and with turquoise, 
red and gold inlays, is proving popu- 
lar with oilmen of southwestern 
Colorado, Texas and New Mexico. 

Mr. Olsen presented former Presi- 
dent Harry Truman with a pair of 
these boots for his own use, and he 
presented a similar boot distinctive 
with gold eagle inlays to President 
Eisenhower. 

Mr. Olsen said his father had per- 
sonally presented a pair of boots 20 
years ago to Prince Olaf and Prin- 
cess Martha of Norway. 

“High-style inlays are not so pop- 
ular today as they used to be,” Mr. 
Olsen pointed out. “Only special or- 
ders for them. Customers want col- 
ors today but in stitching. They also 
want a medium width rather than 
the narrow boot of old and a medium 
round toe. While pin point toes are 
selling well, the toes are different, 
and the heel now is broader, a large 
walking low heel. Before World War 
II, customers liked knee-high boots, 
fancy ones with lots of inlay and 
high heels, 1% or 2% inches high.” 
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YOU CAN DEPEND ON YH emf ATHLETIC FOOTWEAR 


Top Quality Littleway 
Lively Stepper 


MAJORETTE BOOT 


* Top quality NO 


White Elk 
¢ Gothalite DELAY 
WE 


Wear-Rite 
Leather 
SHIP 
TODAY 


Shade Sole 
MISSES 12/3 


* Regulation 
$8.95 


10/8 Majorette 
Heel 


GIRLS 4/9 
SUGGESTED RETAIL 


$8.95 


Style No. 6020 





GOODYEAR STITCHED—STYLE NO. 809 
$§.95 CHILDREN 95 
5 sizes @i/n/12 $5 


Co th” Prana BOWLING SHOES 


4 Famous Lines 
TOP QUALIITY e@ POPULAR PRICED 


INFANT 
SIZES 4/8 


GOTHAM QUALITY FOR LADIES AND MEN 
Suggested Retail $4.95 to $9.95 


9000 3000 8000 300 
LINE LINE LINE LINE 


1000 
LINE 





ROLLER SKATES | ICE SKATES 





Manufacturers 
of 
ALL TYPES 
OF 
ATHLETIC 
FOOTWEAR 


Send for 
Catalog 


GOTHAM SHOE MFG. CO., Inc. 








Binghamton, N.Y. 
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“Hm-m-m-m... 

This ticket tells me 

this is 5 months old. 
I'd better do 

something about it!” 


FIRM NAME 


F4TFHA 
7985214 


SPECIAL 


Quick, inexpensive 
visual stock control 
~-e@ Monarch ‘extra’ 


Just a glance at your Monarch price 
marking gives you coded information 
on date purchased, cost (as well 

as retail price)—valuable guides to 

your buying and selling plans. 

Model 20 (shown) price marks Gummed 
Labels, String Tags, Pin Tickets 

and pressure-sensitive Senso Labels. 


eaneens Fil] out and mail coupon for information. --=-=«= 


BSR-859 
THE MONARCH MARKING SYSTEM CO. 


216 South Torrence St. © Dayton 3, Ohio 


Without obligation to me, please send information on Model 20 
Dial-A-Pricer, and sample labels. 


NAME 





STORE NAME. 





ADDRESS. 





POST OFFICE. STATE 














AEROSOL 
PACKED — 
RETAILS FOR 


READY NOW FOR 
“BACK-TO-SCHOOL” 


AND FALL SALES VELVET 


@ Available now — when CON DITION ER 


you need it! 
Competitively priced 

te sell! 

Profitable ! 

A quality Hoffco product! 
Famous money-back 
guarantee ! 


Builds repeat store traffic! 


offmann{ 0.,! 





‘ 


This year the magic name in shoe materials is nylon velvet — 
in school shoes, dress shoes. As sales build up for new 
classes, autumn styles, be sure you’re amply stocked with 
Hoffco’s new Nylon-Velvet Conditioner. Back up 

every sale with extra profits ! 

Hoffco Nylon-Velvet Conditioner restores and maintains 
the original “life” of the fabric, keeps colors fresh without 
fading. Handy aerosol container is convenient to 
use — good results come naturally. 


i 


@ Shoe Dressings 

@ Suede Conditioner 
@ Buck Cleaners 

@ Leather Wax 


a | 0., inc. 


Milwaukee 11, Wisconsin. M1 


ll ele ele elation 
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e About Shoe People 


Charles V. Havranck, a member 
of the Boot and Shoe Travelers’ 
Association of New York since 
1912, was tendered a surprise 80th 
birthday party by the officers and 
old-timers of the association, July 
17. Mr. Havranck has been secre- 
tary of the group since 1932 and 
has remained an active figure in its 
activities. “Of course in the past 
two years I have eased up,” he 
says. “No more marathons through 
the Marbridge Building for one 
purpose or another.” 


designer for 
Yankee Shoemak- 
ers, Newmarket, 
N. H., makers of 
Little Yankee chil- 
dren’s shoes and 
the Debuteens line 
of girls’ footwear, 
left New York’s 
Idlewild Airport 
recently for Paris 
and Switzerland. 
She will study 
Continental trends 
in juvenile shoe 
styling. 


Bernice Shaftan, 


BERNICE SHAFTAN 
. on departure 


John L. Jerro, president and 
treasurer of Jerro Brothers, Inc., 
New York, women’s shoe manufac- 
turers, will head the shoes division 
for the 1959 Sister Elizabeth 
Kenny Foundation fund appeal. 
Mr. Jerro is president and trea- 
surer of the Guild of Better Shoe 
Manufacturers and chairman of 
the board of the Shoe Manufactur- 
ers Board of Trade of New York. 

o oe * 

Miss Peggy LeBoutillier, a for- 
mer newspaper and magazine 
writer, has joined the Lynn Farnol 
Group in New York to work on the 
National Shoe Institute public re- 
lations account. Miss LeBoutillier 
has also previously been employed 
by major advertising agencies. 

oe e e 

C. S. Grossl has been appointed 
manager of the new Mr. Charles 
Shoe Salon, Lima, O. Before mov- 
ing to Lima two years ago, he was 
manager of the Selby Shoe Com- 
pany, in Columbus, O., and super- 
visor for Selby stores in Ports- 
mouth and Huntington, W. Va. 
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Morgan I. Pitcher, vice-president 
and comptroller of Edison Brothers 
Stores, Inc. has been elected presi- 
dent of the St. Louis section of the 
Controllers Institute of America. 
William J. Banks, International 
Shoe Company, was elected vice- 
president of the section. 

= * e 


Morton Hack, vice-president of 
Ripple Sole Corporation, Detroit, 
found high-heeled pumps and high- 
heeled open straps “the vogue” 














among the younger women of Lon- 
don during a European trip. Mr. 
Hack said he saw a few sandals 
and closed flats but “very few of 
the oxfords which typified the 
English women of yore.” Men’s 
shoe styles appear to be changing 
more slowly, he added, although a 
number of Italian types are being 
worn. 
o + 

George C. Pittman, manager of 
The Shoe Mart in Staunton, Va., 
has been elected president of the 
Retail Merchants Association of 
that community for 1959-60. 


2384-black, plain toe 
blucher with Tru-Glide 
Zephyr sole by Biltrite. 
Also available in tan as 
2385. 


New, Fast Moving 
Addition to the 
Broadway Line 


The model above, made on the sensational crepe 
rubber Tru-Glide Zephyr sole by Biltrite, is just 
what you need to cash in on the latest trend in 
men’s footwear. It combines smartness, comfort 
and out-in-front styling ... sells fast at a popular 
price with a better-than-usual mark up. 

This number is just one more reason why the 
Broadway line is America’s biggest profit maker 
in men’s medium priced dress shoes. For full infor- 


mation, write or call 


J. W. CARTER COMPANY 


NASHVILLE, TENNESSEE 





Alfred Morse Named 
President of NASCS 


NEW YORK—Alfred L. Morse 
has been elected president of the 
National Association of Shoe 
Chain Stores, succeeding William 
M. Blackie. 

Mr. Morse, who is president of 
Morse Shoe Stores, Boston, was 
chosen at the association’s annual 
meeting here August 3. Mr. 
Blackie, executive vice-president 
of Genesco, Inc., Nashville, Tenn., 


had completed two years in the 
NASCS post. 

The association represents com- 
panies which operate more than 
7500 shoe stores and departments 
throughout the U. S. Their re- 
tail sales are estimated at almost 
$800 million annually. 

Simon Edison, executive vice- 
president of Edison Brothers 
Stores, Inc., St. Louis, was re- 
elected first vice-president. M. R. 
Izen, supervisor of shoes for 
Sears, Roebuck and Company, Chi- 
cago, was elected second vice- 





Shaw has always offered quality men’s shoes, 

priced in the volume range where retailers and 

consumers alike look for a sensible price and 

REAL VALUE! Retailers know they can depend 

on Shaw for these things, plus delivery of 
shoes when they want and need them! 


SENSATIONAL NEW VELCRO® “TOUCH AND CLOSE" FASTENER, 
ebony black leather, plain toe, leather quarter lining, TWILL 
LINED VAMP, steel arch, right and left quarters, Nuclear out- 
sole, rubber heel, on our No. 15 Combination last. IN-STOCK 
to retail profitably at $10.95-$11.95. 
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Our unique Trade Builder way of 
supplying you with OVERNIGHT serv- 
ice from the over 60 Shaw dis- 
tributors in every section of the 
country, gives you low invento- 
ries and high profits and 
SHOES WHEN YOU WANT 
THEM! Regular NATIONAL 
ADVERTISING in leading 
men’s magazines pre-sells 
your customers for you — 
makes your selling job 

that much easier. 


Perhaps you too would 
like to join the constantly 
growing list of Shaw re- 
tailers, who are enjoying 
steady sales at good 
mark-up, and building 
their business on Shaw 
quality and service! 


Ab. 
so a 


oat 


\\ 





president, and Milton Simon, pres- 
ident of I. Simon Company, Inc., 
New York, was re-elected trea- 
surer. Edward Atkins was _ re- 
elected executive vice-president of 
the association, and Benjamin 
Seligman of Seligman & Seligman, 
was reappointed general counsel. 

The association elected the fol- 
lowing directors for three-year 
terms: Mr. Blackie; James H. 


ALFRED L. MORSE 


Childs, Jr., Keystone Shoe Stores, 
Inc., Pittsburgh; C. Charles Mar- 
ran, Spencer Shoe Corporation, 
Boston; J. O. Moore, Miller-Jones 
Company, Columbus, O.; David L. 
Slann, Butler’s Shoe Corporation, 
Atlanta; William F. Cole, Brasley- 
Cole Shoe Company, Ltd., Los An- 
geles, and Albert M. Ostrov, The 
Louis Ostrov Shoe Company, Ak- 
ron, O. 

Raymond A. Mills, vice-presi- 
dent of Endicott Johnson Corpora- 
tion, Endicott, N. Y., was elected 
a director to fill the unexpired 
term of Lawrence Merle, who is 
retiring as executive vice-presi- 
dent of Endicott Johnson. 

Mr. Morse had been a _ vice- 
president of the association since 
1957 and also served on its board 
of directors for many years. He 
is a chairman of the Fashion Com- 
mittee of the Popular Price Shoe 
Show of America. Morse Shoe 
Stores operates over 100 retail 
stores and leased shoe departments. 


L. Spelke & Son, which has oper- 
ated a retail shoe store in Stamford, 
Conn., for nearly 70 years, will dis- 
continue its lines of women’s shoes. 
In the future only men’s shoes and 
accessories will be stocked, accord- 
ing to Morris Spelke, president. 
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-.- Salesmen on the Road 





by BERNICE S. DECKER 


Aiding ‘The Extra Sale’ 


“BE ALERT to the Extra Sale” 
is the theme of the current “Op- 
erational Know-How” lesson by the 
salesmen’s division of Independent 
Shoemen. Specific suggestions on 
ways to help retailers sell extra 
pairage are highlighted. 

“Good foot grooming” stressed 
by retailers will help call attention 
to foot gear, it is pointed out. 
Salesmen are urged to teach retail- 
ers to use plurals, to make the con- 
sumer aware that there are different 
shoes for different occasions and 
attire. Overplay of the “one shoe 
for everything theme” should be 
discouraged. 

Salesmen are reminded they 
have a responsibility to their mer- 
chants. This includes giving sound 
merchandise advice, seeing that 
the retailer has the proper mer- 
chandise to make extra sales, and 
also insuring that he has the goods 
in time to sell them. 

“That extra sales mean the dif- 
ference between profit and loss to 
the retailer, and commissions and 
red ink to the traveler” is a recur- 
ring theme. 


Meeting Theme: Baseball 


SALES and merchandising pro- 
grams pointed to both shoe trav- 
eler and retailer are a major inter- 
est of this department. We are 
interested in any well planned ac- 
tivity which helps the retailer move 
shoes from his shelves. 

Therefore, we were pleased to 
sit in on the recent sales meeting 
of Herbst Shoe Manufacturing 
Company at the firm’s headquar- 
ters in Milwaukee. Well directed, 
concerted help for retail accounts 
took over a good share of the 
agenda. New sales potentials and 
market possibilities also received a 
lot of attention. 

The session was a marked depar- 
ture from the well worn “go out 
and sell, sell, sell” type of sales 
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meeting. Emphasis was on im- 
proved display, more intelligent 
merchandising, planned advertis- 
ing and other specific dealer assis- 
tance. Individual salesmen shared 
the spotlight with company execu- 
tives on the program. 

A popular Milwaukee subject, 
big league baseball, furnished 
phrasing and theme. “Raising Our 
Batting Averages for Child Life 
Dealers” was devoted to considera- 
tion of various dealer helps, in- 
cluding advertising, display, pro- 


John Herbst (left), new president of 

Herbst Shoe Manufacturing Company, 

conducted sales meeting in role of "‘man- 

ager," while William Furst, new sales 

manager, was billed as "coach" in keep- 
ing with baseball theme. 


motional ideas, financing plans, 
and records. 

“The Hit I’ll Never Forget” was 
the title of a session of five to 
seven-minute presentations by 
salesmen. “Getting the Fans into 
the Stands” covered advertising 
and sales promotion plans. “Spring 
Training” referred to developing 
the spring line. A season ticket 
holder was designated as a long- 
established account. 

* o = 

ONE entire division was entitled 
“Recruiting the Bonus Babies” and 
referred to new sales possibilities. 
Special emphasis was placed on 
new types of accounts offered by 
shopping centers and outlying 
stores. 


Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Greenwood Rivd., Evanston, IU, 


John Herbst, newly elected presi- 
dent of the firm, who took the title 
of manager, “threw out the first 
pitch” in opening the meeting. He 
also conducted the entire session. 
Appointment of William Furst 
(coach for the session) as new 
sales manager was announced. 
Frank G. Herbst, chairman of the 
board and billed as team owner, 
also participated in the program. 

Other executives taking par\ 
were George Herbst, vice-presi- 
dent; James Moran, credit man- 
ager; Robert White, secretary; Tom 
McConnell, advertising manager, 
and James Greeley, production 
manager. 

Four salesmen related experi- 
ences with specific types of ac- 
counts. They were Les Wasser- 
berger, New York City area; Ray 
Schafer, who covers the Midwest; 
Emil Kappel, California, and Rod 
Watrous, New York State and 
Pennsylvania. Other members of 
the roster are Allan Apollon, Lin- 
coln Burofsky, E. D. and Ted Mans- 
field, Ed Marten, Bob Miller, Tony 
Mirra, Al Pinck, Jack Price, Rudie 
Spranger, Joe Wasserberger, Syd 
Watrous and Don Younger. 

Frank T. Underhill, executive 
director of Independent Shoemen, 
was guest speaker at the banquet 
dinner. 


Noted Here and There... 


YOU can’t say that the National 
Shoe Travelers’ Association doesn’t 
plan ahead. Definite commitments 
for the annual mid-year meeting 
have already been made to Dallas 
in 1960 and Denver in 1961. Seattle 
has asked for 1962. Invitations come 
from local associations. 


Mr. and Mrs. Jack Price, of La 
Puente, Calif., recently celebrated 
their 50th wedding anniversary. Mr. 
Price, who started his married life 
as a clerk in a shoe store, now rep- 
resents Herbst Shoe Manufactur- 
ing Company in 11 western states 
and Alaska. Now in his 14th year 
with Herbst, he also operates a re- 
tail shoe store in San Jose, Calif. 
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Shoe News 





PPSSA Fashion Preview for 1960: 


Apparel to Look ‘Softer, Prettier’ 


The semi-annual report cited 
such developments as the impor- 
tance of whitened colors in wo- 
men’s apparel and shoes, and the 
key role of the open shoe in 
silhouettes for next spring. 


NEW YORK—The fashion pic- 
ture for spring and summer 1960 
was previewed in detail here by rep- 
resentatives of the Popular Price 
Shoe Show of America during the 
week of the Allied Shoe Products 
and Leather Shows. 

The previewers: Doris A. Weston, 
fashion director, and Helen Joseph, 
shoe fashion director, of PPSSA. 

Miss Weston presented ready-to- 
wear highlights as a mixture of 
classical American; classic Chanel; 
“native” Hawaiian, American In- 
dian, Aztec, Mayan and Peruvian, 
plus new styles from Paris. 

Skirt lengths will remain where 
they are now, she said, a good inch 
below the knee. They may get 
longer. Shoulders will be slightly 
broader. Very wide belts will be 
popular, up to six inches. Soft, flow- 
ing, bloused dresses will be impor- 
tant. So will tunics, stoles, lower 
waistlines, batwing sleeves on coats, 
cape coats, long evening dresses, 
high hats, hair piled high and 
smooth, and choker necklaces. 


Fabrics are varied, too, Miss Wes- 
ton reported, but more refined. 
There is a big revival of classic pat- 
terns such as stripes, checks, dobby 
weaves, tiny glens and thread 
checks. Everything looks softer, 
prettier. The only bold color combi- 
nations are classic black and white 
or red, white and blue. 


Menswear Influential 

The influence of menswear con- 
tinues to be strong. There are many 
worsteds, shetlands, fine twills, tric- 
otines, serge, covert and gabardine. 
They are lighter in weight, color 
and weave. 

A third basic color, dark brown, 
may be added to black and navy. It 
may prove strong competition for 
early spring. The dark colors will 
then disappear to give way to the 
softest, prettiest colors we have had 
in many years. 

These “Beauty Tones,” as Miss 
Weston has called them, are not off- 
beat, but very on-beat. Washed with 
white to soften them, they have a 
cosmetic quality, she says. White it- 
self will be used constantly as the 
favorite with all other colors. 
Ombrés will also be very strong. 

Whitened colors, soft and femi- 
nine, are the story for shoes, too, 
Helen Joseph reported. The beige- 





Gift Promotion Lifted Men’s Shoe Sales, Survey Finds 


NEW YORK—AII but a handful 
of the retailers who joined Leather 
Industries of America in promoting 
men’s shoes as Father’s Day gifts 
experienced sales increases, a survey 
has indicated. 

LIA officials sent a questionnaire 
to a random list of 500 merchants 
among the thousands who took part 
in the promotion. Of the 318 who 
replied, 92 per cent reported in- 
creased men’s shoe gift sales rang- 
ing from 2 to 46 per cent. 

A Pennsylvania chain of 22 
stores, which LIA did not identify, 
registered an average increase of 
46.9 per cent in sales of men’s shoes 
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this Father’s Day 
with a year ago. 
The Father’s Day promotion was 
part of a long-range campaign by 
Leather Industries to establish 
shoes as a favorite choice for gift- 
giving occasions. A similar promo- 
tion was staged at Christmas 1958, 
and another one is planned for this 
Christmas — with a double-page 
color ad in McCall’s magazine. 
LIA’s Christmas shoe gift mer- 
chandising kit, now in preparation, 
will include display banners, window 
and in-store displays, suggested 
newspaper ads, and color reprints 
and blow-ups of the McCall’s ad. 


in comparison 


tan-brown family could be more im- 
portant as a result of fall 1959 pro- 
motions. Gray is increasing— 
trimmed with white, bone or neutral 
and black. Pale gray is top fashion. 
Bone will have another good season. 
White was tremendous in 1959, will 
be even better in 1960. 


Yellow Is Important 

White will be used in combina- 
tions and as trim. White on patent 
is due for a revival. Yellow is ex- 
pected to replace orange; yellow is 
important in the sportswear market 
and is an important toned neutral. 
Green will be best in light shades 
from very pale neutral to more defi- 
nite shades. 

Light blue will increase some- 
what. Fashion emphasis is on the 
greener aqua blues. Pink also 
showed some gains this past season, 
and coral pinks are very prominent 
in the apparel market. Black is ex- 
pected to lose slightly to browns, 
bone and colors. Flight blue is pre- 
ferred to lighter, brighter blues. 

The open shoe is top news in sil- 
houettes. It will be “fashion” again. 
Lasts have been designed for open 
shoes. Oval toes should be promoted 
for tailored shoes. These shoes, in- 
cluding spectators, are due for 
strong revival. 

Surface interest is news, said 
Helen Joseph. There are gleaming 
polished leathers, lusters and semi- 
lusters, waxy leathers, very fine 
grains, crushed leathers, luster rep- 
tiles. Perfed leathers will be in- 
creasingly important for sports and 
casual shoes. 

Gold, in plain or crushed kidskin, 
is expected to come back in evening 
shoes and maybe in flats. In suedes 
the preference will be for closer, 
finer naps. There will be more buck 
or suede spectators. Straws will 
show strong gains. There is new 
interest in straw laminated between 
sheets of vinyl. Nylon mesh will be 
increasingly good. 

The very slim heel is still fashion- 
right for dressy shoes. The stacked 
heel is very important because tai- 
lored types will be strongly pro- 
moted, in a variety of shapes. All 
heights will be good but 17/8-19/8 
will be best. The Queen Anne is 
well established and gaining. 
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¢ Retail Openings 


Full-Page Ad Announces 
Flagg Bros.’ Denver Debut 


DENVER — “Flagg Bros. Comes 
to Denver,” proclaimed a banner 
headline over a full-page ad in The 
Denver Post heralding the opening 
of the chain’s first shoe store in this 
city. 

The new store, with 1000 square 
feet of selling space, attracted hun- 
dreds of men customers to its two- 
day grand opening. As a premium 
for buying any pair of shoes (from 
$8.99 to $10.95), each customer was 
given a $5.95 Kiwi Shoe Groomer. 

The store is situated downtown at 
612 16th St. 

E. M. Hoover, who has been in the 
shoe business for 23 years, was 
transferred from the managership of 
the Columbus, O., store to head the 
new unit. His place in Columbus 
was taken by Donald Verstrate, who 
had been with Flagg’s Dayton, O. 
store. 

The new store has 22 fitting chairs 
done in bright rust, yellow, brown 
and gold to match the color accents 
in the interior decoration. One wall 


section has been paneled in limed 
oak. Mr. Hoover said the store has 
128 styles from which men can 
choose. 

Featured in the opening ads and 
displays were pre-woven and leather 
combination four-eyelets, and combi- 
nation smooth and grain leather 
dress mocs, selling for $10.95, and 
combination black smooth and quilted 
leather double buckle lightweights, 
handsewn moccasins with white 
wipe-’n’-wear grain leather inserts, 
and quadro swirl slipons in smooth 
and quilted leather with “antique 
brass” crests, selling for $9.99. 


Crown Self-Service Stores, Inc., 
an expanding shoe chain centering 
around Chicago, has leased two new 
stores in that city, its 18th and 19th 
outlets. They are at 2008 W. 79th 
St. and 5467 W. North Ave. Mid- 
August openings were scheduled. 

The chain, which opened its first 
store in February 1957 in Gary, 
Ind., has nine other units in greater 
Chicago, five in the Milwaukee area, 
two in Gary and one in Hammond, 
Ind. 

Crown 


stores price children’s 


styles at two pairs for $5; most 
women’s shoes at two pairs for $5 
and $3.39 to $3.99, and men’s shoes 
from $5.99 to $16.99. 


Gladding’s, downtown Provi- 
dence, R. I., store, has opened a new 
women’s shoe department in_ its 
Garden City, Cranston, R. I., subur- 
ban store. According to Philip Sher- 
idan, manager of the women’s shoe 
departments of Gladding’s, the new 
department features three national 
brands and carries a stock of 4000 
pairs in the $8.95 to $14.99 price 
range. 

* + o 


Jerome T. and Robert Mehrman 
have opened a family shoe store, 
Stuart Shoes, in Scituate, Mass. 
The wives of the two partners aid in 
operating the business. 


Robert Shoes of Hampton, N. H., 
has increased its sales space four- 
fold by moving to a new location in 
the same community. Owner Roger 
J. Robert plans to add men’s and 
boys’ furnishings to his shoe line. 
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Retailers Are Cautioned: 


Is the ‘Repeat’ Customer Being Overlooked? 


CHICAGO—Many shoe retailers 
devote so much attention to gaining 
new customers that they may over- 
look the effort needed to keep their 
regular customers. This is the be- 
lief of Owen W. Metzger, prominent 
Allentown, Pa., shoe merchant and 
a member of the National Shoe Fair 
Committee. 

He made the statement in a report 
to the committee, which is currently 


exploring areas of shoe business 
where sales and operational efficien- 
cies may be improved. Objective is 
“to find ways to help lift the indus- 
try to a higher plateau of prosperity, 
beginning in 1960.” 

According to Mr. Metzger, a 
symptom of the problem he cites is 
“the transiency of customers in 
many shoe stores today.” Custom- 
ers have been lost, he said, because 
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the stores took them for granted. 

The biggest market the shoeman 
bas to cultivate isn’t the new cus- 
tomer-prospect but the repeat mar- 
ket, Mr. Metzger declared. “One 
regular customer can be worth two 
new ones.” 

The cost of attracting and keep- 
ing new customers is a rising opera- 
tional expense, the Pennsylvania re- 
tailer observed. 

“Hence the ability to hold regu- 
lar customers translates into lower 
costs and better profits.” 

Mr. Metzger and the other Shoe 
Fair Committee members have each 
been assigned to a specific ‘shoe 
business study area.” Each is sub- 
mitting a report of his findings. 


Rand Probes Shoe Spending 


Another committee member, Henry 
H. Rand, president of International 
Shoe Company, has pointed out that 
the average American family spends 
proportionately less of its income 
on shoes than do families in many 
other lands. 

Americans make and consume 
some 35 per cent of the world’s 
leather shoes, he said, and they have 
the highest per-capita consumption. 
But their share of spending for 
shoes (1.2 cents of the consumer 
dollar) is below that of many other 
peoples. The Canadian spends 1.9 
cents, the Englishman 2.2 cents, and 
others, still more. 

“Americans need and can afford 
to use more shoes, based on income 
and spending levels,” Mr. Rand said. 
“But people of other countries, with 
lower incomes, spend a proportion- 
ately larger share of their incomes 
on shoes. Relatively, therefore, they 
have a higher shoe standard of 
living.” 

Officials of the National Shoe Fair, 
which is scheduled for October 25-29 
in Chicago, have adopted the theme, 
“1960—Gateway to a New Shoe 
Era.” They express confidence that 
the coming decade offers big oppor- 
tunities for shoe industry expansion. 

Clovis Saunders, Shoe Fair Com- 
mittee chairman, said, “In seeking 
out and analyzing various ‘soft’ 
spots in shoe business operations, 
our findings can serve as an educa- 
tional guide to shoemen.” 

Shoe Fair leaders say they seek 
to spur an upward movement in per- 
capita shoe consumption from the 
current three and a half pairs a year 
to four pairs by 1965 or sooner. 
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Sullivan Hails ‘Equal Pricing’ 
Bill in Statement to Congress 


WASHINGTON, D. C.—“Unless 
current unscrupulous competitive 
practices are curbed, the degree of 
concentration in the shoe industry 
could become disastrous.” 

So said Sam H. Sullivan, Laredo, 
Tex., shoe retailer and a well known 
figure in the industry, in a statement 
favoring federal Fair Trade Bill 
H.R. 2729. He filed the statement 
with the Subcommittee on Commerce 
and Finance of the House Interstate 





Hess Heads NSI Committee; 
B & B Promotion Praised 


NEW YORK —George B. Hess, 
Baltimore shoe retail executive, has 
been elected chairman of the Men’s 
Promotion Committee of the Na- 
tional Shoe Institute, effective for 
the fall and winter, 1960, shoe sea- 
son. He succeeds O. M. Pick of 
Florsheim Shoes, Chicago. 

At its semi-annual meeting in New 
York last month, the committee 
heard Jerry Jontry of Esquire mag- 
azine laud NSI’s Brown with Black 
promotion as the “biggest and most 
successful” of its kind ever spon- 
sored by that magazine. He said a 
record number of shoe manufactur- 
ers had styled a part of their lines 
to conform to the NSI theme. Most 
used their own names and phrases 
to describe their versions of brown 
and black for fall-winter—but with- 
out reducing the emphasis on a 
single theme. 

The peak of consumer exposure of 
brown with black will occur in early 
September, according to Edward 
Atkins, liaison officer of NSI. 


West Coast Retailer Wins 
Recorder Cup for 2d Year 

LOS ANGELES — A capacity 
crowd was on hand for the annual 
golf tournament of the West Coast 
Shoe Travelers’ Associates, held 
last month at nearby Lakewood 
Country Club. 

On the golf links, the BooT AND 
SHOE RECORDER perpetual trophy 
awarded for low net score turned 
in by a shoe retailer was won for 
the second year in a row by Dave 
Hallner of National Shoe Company. 
If he repeats his victory next year, 
he will gain permanent possession 
of the cup. 


August 15, 1959 


and Foreign Commerce Committee. 

H.R. 2729 is a bill to require man- 
ufacturers to charge their retail 
customers the same prices they 
charge their company-owned stores. 

Some of the salient points in Mr. 
Sullivan’s statement follow: 

© Although most manufacturer - 
owned stores maintain established 
prices on their national brand names, 
they appear to conduct more sales 
than an independent could afford on 
the brand-name merchandise. 

@ When manufacturers sell their 
brand names only to customers, but 


sell the same product down the street 
in a company-owned outlet, the pub- 
lic soon becomes aware and patron- 
izes the less expensive line. They 
don’t care whether the shoes are a 
“loss leader” or not. 

® The shoe industry is tradition- 
ally highly competitive and the at- 
trition rate at all levels is terrific 
at best. “H.R. 2729 proposes an 
amendment to the Federal Trade 
Commission Act which is altogether 
fair, moderate and reasonable. It 
aims at giving the independent an 
even break, price-wise.” 
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GIVE YOU MORE 
FOR YOUR MONEY! 





Beryl Tucker Firm to Offer 
Fashion Data, Consultation 


NEW YORK—Mrs. Beryl Tucker, 
who resigned as Parents’ Maga- 
zine’s fashion editor to start her 
own firm, will provide a fashion 
forecasting service and serve as a 
consultant. 

Twice a year, Beryl Tucker Young 
Trends, Inc., will publish a “Young 
Trends Fashion Forecast,’’ and 
every month a newsletter will ap- 
pear. The semi-annual forecasts— 
for spring-summer and fall—will be 
issued eight weeks prior to market 
openings. 

In addition, the new firm will be 
a consultant to a small group of 
manufacturers, probably one each in 
the shoe, apparel and textile fields. 
Besides working with these clients 
before each new season, on a yearly 
basis, Mrs. Tucker will also assist a 
few smaller manufacturers for 
shorter periods. An associate will 
travel, visiting stores two months 
of the year to gather information 
on fall selling, and another two 
months to collect data for spring 
selling. 


¢ Obituaries 


Billy Hubbard, Traveler, Dies 


CHICAGO — Billy K. Hubbard, 
veteran Chicago shoe traveler, died 
July 6. Mr. Hubbard at one time 
served as secretary and treasurer of 
the Midwest Shoe Travelers’ Asso- 
ciation. 

For many years he represented 
Knipe Bros. Ward Hill Shoes in this 
area. More recently he represented 
the Franke Noone Shoe Company. 

Members of the association and 
shoemen serving as pall bearers were 
William Stamm, Robert Newell, Joe 
Messner and D. Cushman. 


JOSEPH DELL, 65, founder and 
owner of the Co-Ed Shoe Manufac- 
turing Company, Inc., in Wakefield, 
Mass., died July 21 at the Baker 
Memorial Hospital in Boston. His 
home was in Swampscott, Mass., 
where he was a member of the 
board of directors and the ritual 
committee of Temple Israel. He was 
a life member of The 210 Associ- 
Surviving are his widow, 
three sons and a sister. 


ates. 


IRVING GREENE, 61, owner of 
the Kimel Shoe Company, women’s 
shoe manufacturers, died suddenly 
in his office at 301 Congress St., 
Boston, July 15. He was a member 
of The 210 Associates and many 
other philanthropic organizations. 
Surviving are his widow, Fannie; 
a son, Sheldon; his father, Louis; 
two brothers, Harry and Hyman, 
and two sisters, Mrs. Dorothy Le- 
vine and Mrs. Rose Komins. 


DUDLEY S. MACDONALD, 72, 
for 35 years manager of the Mar- 
bridge Building, a center of New 
York’s shoe business operations, 
died July 26 at his home in Bronx- 
ville, N. Y. Through the years he 
had become a familiar figure among 
the shoemen who maintain offices 
and showrooms in the building, on 
Broadway between 34th and 35th 
Sts. 

Mr. Macdonald was a real estate 
broker and a former secretary of 
the Sixth Avenue Association in 
New York. He is survived by two 
daughters, Mrs. Norman E. Cash 
and Mrs. William Hudson. 
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GUY F. McDONALD, 45, mer- 
chandise manager for the better 
grade juvenile division of Wohl 
Shoe Company, St. Louis, died July 
21 of a heart ailment. Mr. McDon- 
ald had been associated with Wohl 
in the merchandising capacity for 
the past 14 years. 

Surviving are his wife, Louise; his 
mother, Mrs. Annie McDonald, and 
two sons, Gary and Guy F., Jr. 


RAY C. PODESTA, 74, a retired 
Memphis, Tenn., shoe merchant, 
died July 19 after a brief illness. 
He had managed the old EEE Shoe 
Store in Memphis for 20 years and 
later operated shoe stores for the 
Hanan Shoe Company in St. Louis 
and Chicago. Surviving are a son, 
Army Capt. Ray C. Podesta, Jr., 
and a daughter, Mrs. Virginia 
Kornegay. 


MORTON KLEIN, 67, a Cleve- 
land retail shoe dealer for more 
than 30 years, died July 20. He and 
his son, Alvin, had operated the 
Morton Klein & Son store until two 
months ago, when it was sold. Sur- 


viving, besides the son, are two 
grandchildren, a brother and four 
sisters. 


MORRIS WEINSTEIN, 70, who 
had been active in wholesale and 
retail shoe outlets, died July 18 in 
Memphis, Tenn., after suffering a 
heart attack. He was previously 
co-owner of Weinstein Bros., Chi- 
cago wholesale shoe jobbers. After 
retiring from this business, he 
moved to Los Angeles and opened 
a retail shoe outlet. A second store 
was opened later in Memphis. Mr. 
Weinstein, who was active in Chi- 
cago philanthropic affairs, is sur- 
vived by his widow, Sophie; two 
daughters, his mother, a brother 
and two sisters. 


VERNON S. BOTTENFIELD, 64, 
Southern division sales manager 
for The Scholl Manufacturing 
Company, Inc., of Chicago, died last 
month of a heart attack. He was 
with the company 37 years, serving 
as a demonstrator and a salesman 
until he assumed the divisional post 
in 1954. 


e Financial 


U. S. Rubber Ist-Half Sales 
Set Mark; Income Doubles 


NEW YORK—Record first-half 
sales of $508,864,623 were reported 
by United States Rubber Company. 
H. E. Humphreys, Jr., chairman, told 
stockholders that sales in the first 
six months of this year were 26.2 
per cent greater than the $403,100,- 
995 for the same period in 1958. 
This was accomplished in spite of a 
22-day strike in 18 plants. 

Net income for the first six 
months was $18,956,286, an increase 
of 118 per cent over the $8,696,611 
reported for the same period of 
1958. Income was equivalent to 
$2.85 per common share compared 
with $1.06 last year. 


Hanover Sales Up, Net Off 


HANOVER, PA.—Hanover Shoe, 
Inc., reported earnings of $367,984, 
or 51 cents a share, for the first six 
months of the year, compared with 
$417,509, or 59 cents a share, in the 
same period of 1958. Sales were 
$5,759,808 as against $5,536,065. 
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e What's New 


Phillips-Premier Develops 
Heel Covering, New Upper 

BOSTON—Two new materials 
have been developed by the Phillips- 
Premier Corporation here for use in 
the shoe industry. 

The first, known as Gold and Sil- 
ver Contoura, is a mylar heel cover- 
ing designed for use on extremely 
slender heels and on odd-shaped 
heels. The claim is made that the 
use of Contoura makes possible the 
elimination of puckering and wrin- 


kles and covers with a minimum of 
effort. 

The second item is an entirely 
new upper material which simulates 
the appearance of two-tone shag 
leather. It even has the long-napped 
one-way lie characteristic of shag 
and is offered for use in types of 
shoes in which the genuine product 
has found acceptance. 


Narrow-Contour Ripple Sole 
NASHUA, N. H.—A close-edge, 

narrow-contour Ripple Sole for wo- 

men’s shoes was_ introduced by 
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Beebe Rubber Company of Nashua 
at the Allied Shoe Products Show. 

Stanley Bennett, general sales 
manager, said, “This new version of 
the Ripple Sole has been especially 
designed for women’s cement shoes 
where a wide contour is not re- 
quired.” He said a lower price 
would be in effect than for the reg- 
ular Ripple Sole. 





Washable Baby Shoes 


Velvin, a soft, velvet-like material by 
Footwear Fabrics division of General 
Tire and Rubber Company, Toledo, O.., is 
used for large high quarter of these baby 
shoes. Washable leather is employed in 
tongue, vamp and sole. K-P Shoe Com- 
pany, Inc., Portage, Wis., is the manu- 
facturer. 





Dow Corning Offers Silicone 
Spray for Suede Footwear 


MIDLAND, MICH.—<A silicone 
spray for suede shoes has been de- 
veloped here by Dow Corning Cor- 
poration. Called Suede Saver Neu- 
tral Spray, the product is claimed 
to be the only suede preparation 
on the market that prevents water 
spotting. 

According to the manufacturer, 
Suede Saver removes stains, re- 
stores color and brings up nap. A 
reduction in matting and color rub- 
off are also noted. 

The product is being marketed in 
a six-ounce aerosol can retailing at 
$1.25. Fall advertising in four 
women’s magazines is planned. 


Counter and Lining by Pellon 


NEW YORK—The development 
of a counter and lining in one has 
been announced by Pellon Corpora- 
tion, makers of non-woven inner- 
construction fabrics for footwear. 

Development of the combined 
counter and lining was prompted 
by the needs of volume footwear 
producers. The material will be 
heat-molded and will give a semi- 
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soft permanent line to the shoe. 
Pellon Corporation has also re- 
vealed a new heat-sensitive finish 
which will permit shipment with- 
out wax paper between pieces. 
Handling at the manufacturers 
will be easier, and the finish will 


iron on with less heat and pres- | 
sure. The bond will be instantane- | 


ous and keep its suppleness perma- 
nently. 





Swivel Buckle Patented 


F. Ronci Company, Inc., Centredale, R. I., | 
has been granted a patent for this flexi- | 
ble swivel strap buckle, which went on | 
the market early this year. Buckle's un- | 
usual rivet construction permits simpler | 
method of attachment to shoe. Curvature | 
of the buckle places working parts away | 
from shoe, prevents scratching and mar- | 
ring as buckle swivels from rear and | 


forward positions. 





Chemical Preparation Said 
To Prevent Runs in Stockings 


TUCSON, ARIZ.—A _ chemical 
product which is said to prevent 


runs in nylon stockings is being | 


marketed by an Arizona firm. Ac- 
cording to the manufacturer, For- 
eign Science, Ltd., a division of 
Fox Manufacturing Corporation, 


Tucson, one application of the | 


chemical during washing rein- 
forces stockings at weave points 
with a protective coating. Threads 
cannot unravel and run, the firm 
says, and the stockings remain soft 
and flexible. 

The product, called “Sheer- 
Crazy,” has been under test by lab- 
oratories and research groups for 
two years, according to the manu- 
facturer. Users are advised to pour 
a package of the chemical into a 
cup of warm water, after washing 
the stockings. Then the hosiery is 
to be soaked in the solution for five 
to ten minutes. 
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across America. 
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you, too. Don’t delay this enjoyable—and profitable—ex- 
perience in selling children’s shoes. Order now . . . today! 


“Nature's Own" 
ELK OXFORD 
Spring Heel 


K540: White, also Red—4-6—B-EE 
F540: White, also Tan and Red—6!/2- 
8—B-EE 





F642: Blue/White Saddle—é!/2-i2— 
B-EE 


C741: Red—Moc Stitch Vamp—8!/2- 


C445: Tan Moc, Scuff Bumper Tip— 
8!/.-12—B-EE 


F643: all Blue Plug Vamp—6!/2-12— 
B-EE 


“Nature's Own" 
ELK BOOT 
Spring Heel 
K1540: White only—3-6—B-EE 
F1540: White only—6!/.-8—B-EE 


“NATURE'S OWN" Straight Last 
with CONTOUR FIT and famous 
"R-EX" CONSTRUCTION 





Long Counter . . . Thomas Heel . . . X-ray 
Right and Left Steel Shank . . . for children 
who require additional built-in support 
features. 


WHITE ELK 

K1545 "R-ex": Boot, 3-6, B-EE 
F545 “R-ex": Oxford, 5!/2-8, B-EE 
TAN ELK OXFORD—Scuff Tip 


C415 “R-ex": 8!/2-12, B-EEE 
M415 "R-ex™: |2!/2-4, B-EEE 
































)uliue Altechul Que: 


117 GRATTAN STREET + BROOKLYN 37, N 
FOUNDED 1899 Creat { “Nat e baie ann 


CELEBRATING OVER 60 YEARS HY 7-4500 
OF FAITHFUL SERVICE 





°¢ Trade Literature 


Guide to Leather Colors 


A DESCRIPTION of the official 
leather colors for shoes and accesso- 
ries for spring and summer, 1960, 
and a brief summary of fashion 
highlights are available in the newly 
released Fashion Guide of the Tan- 
ners’ Council of America. 

The Council announced that the 
Fashion Guide was printed in 
greater quantity this year and is 
available to manufacturers and re- 
tailers upon request. The Council’s 
offices are at 411 Fifth Ave., New 
York 16. 


Ve Qe 
J 


“How to Dye Fabric Shoes” 


EVERETT & BARRON CO. 
166 Valley St., Providence, R. 1. 


Vi 


72-Page Instock Catalog 
MORE than 200 styles of shoes 

are represented in a 72-page fall 

catalog prepared by The Ed White 


Junior Shoe Company, Paragould, 
Ark. 

Sections include: dance footwear, 
party shoes and handbags, growing 
girls’ shoes (8/8 heels), growing 
girls’ shoes (4/8 heels and flats) 
and boots, and children’s shoes and 
boots. Advertising mats are also 
listed. 





because White Shoe Care 
is EASY with 


Fel renette 
bite 


Free Kleenette 
Folders and 
Merchandising Tags 
for Kleenette 
Uppered Shoes .. . 


Write for Samples 
A.H.Ross& Sons Co, 


Chicago 22, Illinois 


THIS MONTH 


Midwest Shoe Travelers’ Association, 
Holiday Shoe Market, Palmer House, 
Chicago August 23-26 

Guild of Better Shoe Manufacturers, 
Holiday and Resort Showings, mem- 
bers’ showrooms, New York 

Week of August 31 


SEPTEMBER 


Michigan Shoe Travelers’ Club, Michi- 
gan Shoe Fair, Statler-Hilton Hotel, 
Detroit September 13-15 
Miami Beach Shoe Show, Deauville 
Hotel, Miami Beach, Fla..September 26-30 
New England Shoe and Leather Asso- 
ciation, Advance Spring Market 
Week, Hotels Statler Hilton and 
Sheraton-Plaza, Boston 
September 27-October | 


OCTOBER 


Shoe Manufacturers’ Association of 
Canada, Annual Canadian Shoe and 
Leather Fair, Sheraton-Mount Royal 
Hotel, Montreal ............October 4-8 

Tanners’ Council of America, Annual 
Business Meeting, Edgewater Beach 
Hotel, Chicago ............October 21-23 

National Shoe Travelers’ Association 
Inc., Annual Convention, Hotel Hamil- 
ton, Chicago October 22-23 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Morrison, Conrad Hil- 
ton and Congress Hotels, Chicago 

October 25-29 

Northwest Shoe Travelers, Inc., Spring 
Shoe Fair, St. Paul Hotel, St. Paul, 
Reis sce hoes October 31-November 3 

Pacific Northwest Shoe Travelers, Inc., 
Spring Shoe Fair, New Washington, 
and Stewart Hotels, Seattle, Wash. 

October 31-November 3 


NOVEMBER 


lowa Shoe Travelers’ Association, Spring 
Shoe Show, Fort Des Moines Hotel, 
Des Moines November 7-9 
Ohio Shoe Travelers Club, Spring Shoe 
Show, Deshler-Hilton Hotel, Columbus 
November 8-10 
Indiana Shoe Travelers’ Association, 
Inc., Spring Shoe Show, Claypool! Ho- 
tel, Indianapolis November 8-10 
M.A.S.T.A. Shoe Shows, Spring Showing, 
Benjamin Franklin Hotel, Philadelphia 
November 8-10 
West Coast Shoe Travelers’ Associates, 
Spring Shoe Show, Alexandria and 
Biltmore Hotels, Los Angeles 
November 8-11 
Travelers’ Association, 
Spring Shoe Show, Parker House, 
Boston .....November 8-11 
Southeastern Shoe Travelers, Inc., Spring 
Shoe Show, Henry Grady, Peachtree 
on Peachtree, Dinkler Plaza and Pied- 
mont Hotels, Atlanta ....November 8-1] 
Heart of America Shoe Show, Central 
States Shoe Travelers, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 
November 15-17 
Southwestern Shoe Travelers Association, 
Inc., Spring Shoe Fair, Adolphus, 
Baker, Statler-Hilton and Southland 
Hotels, Dallas November [5-18 
Pennsylvania Shoe Travelers Association, 
Inc., Spring Shoe Show, Hotels Carl- 
ton House and Penn-Sheraton, Pitts- 
burgh November 15-18 


Boston Shoe 
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John Herbst Succeeds 
Father as President 


MILWAUKEE — John F. Herbst 
has been named to succeed his father, 
Frank G., as president of the Herbst 
Shoe Manufacturing Company, mak- 
ers of children’s footwear. 

The elder Mr. Herbst, who is 76, 
has become chairman of the board. 


JOHN F. HERBST FRANK G. HERBST 
At the same time, George W. Herbst 
was elected vice-president and trea- 
surer and Robert W. White was 
named secretary. 

Herbst Shoe, a family corporation, 
reported sales of $4.7 million last 
year. The company was founded in 
1924 by Frank Herbst and his late 
brother, Wallace. Factories operate 
now at Milwaukee and Lomira, Wis. 

Until his recent promotion, John 
Herbst was vice-president and di- 
rector of sales. He joined the firm 
in 1935 after graduating from Be- 
loit (Wis.) College. He is 46. 

George Herbst, who joined the 
organization in 1930, most recently 
served as secretary-treasurer. Mr. 
White, with four years’ service, has 
been serving as chief accountant. 


Gettysburg Shoe to Expand 


EAST BERLIN, PA.—A new fac- 
tory will be constructed here by 
the Gettysburg Shoe Company, 
which manufactures women’s shoes 
in nearby Gettysburg and Dillsburg, 
Pa. The building, expected to cost 
about $200,000, will contain 30,000 
square feet of floor space. It will 
house approximately $150,000 worth 
of shoemaking equipment. Between 
100 and 150 workers will be em- 
ployed. 
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Cuban Rulings Discourage Shoe Imports 


HAVANA, CUBA — The Castro 
government is pushing a broad pro- 
gram of aid and protection for Cu- 
ba’s domestic shoe industry. 

New regulations are designed to 
discourage imports. Financial aid 
and technical assistance are being 
offered domestic manufacturers by 
the government. 

Here are the chief points of in- 
terest to the shoe trade, as announced 
by the Cuban Regulatory Commission 
for the Shoe Industry (CRIC), a 
quasi-legal association with vast 
powers over the industry: 

® CRIC plans to combine about 
500 small factories (all with limited 
funds) into several modern, well- 
equipped cooperatives. This means 
one shoe factory for about every 
eight manufacturers. 

© Leather warehousemen would 
be prohibited from stocking shoes. 

© A national minimum wage scale 
for shoe workers would be establish- 
ed. 

® Shoe tax stamps—required by 
law in every pair sold—would be 
made available in every branch of 
the Banco Continental Cubano. (In 
the past, such stamps have been 
available only in Havana.) 

© Funds for technical aid to the 
shoe industry would be more than 
doubled. 


Another plan now under study in- 
volves the forgiving of manufactur- 
ers’ debts. It is estimated that the 
government is owed at least $1 mil- 
lion in unpaid shoe manufacturers’ 
taxes. Plans now under study call 
for cancelling 100 per cent of the 
debts owed the government by small 
manufacturers, and about 50 per 
cent of the debts owed by larger 
manufacturers. 

Still another plan calls for a con- 
tinuation of the existing ban on 
new shoe factories. Such a ban was 
established by the Batista govern- 
ment. It is pointed out, however, 
that any U. S. firm or other foreign 
firm wishing to manufacture shoes 
here has only to buy out one or more 
factories here and convert them to 
modern facilities. 

Earlier, CRIC had issued other 
regulations governing shoe produc- 
tion and marketing, including: 

® No new licensing of shoe im- 
porters for eight years. 

® Shoe importers already author- 
ized to do business here must ap- 
ply for new accreditation. 

® Firms retailing footwear must 
maintain stocks of Cuban shoes in 
quantities and values not less than 
those of inventories of imported 
footwear. Failure to comply means 
confiscation of inventories. 





Union Assails Concentration of Production, Distribution 


BOSTON—The increasing cen- 
tralization of shoe production and 
distribution was cited as “danger- 
ous” by the general executive board 
of the Boot and Shoe Workers’ 
Union, AFL-CIO, at its semi-annual 
meeting in Boston. 

High points of the executive 
board’s statement were the follow- 
ing: 

© A total of 500 shoe manufac- 
turing firms have been forced out of 
business in the past 10 years, most 
of them small or medium-sized inde- 
pendents. 

® The industry, while producing 
more shoes, has been reduced to 
about 900 firms as against 1400 
shortly after World War II. The 
number of firms will probably fall 


to 700 by 1965, and to 400 by 1970. 

¢ Absentee ownership of retail 
shoe outlets is growing rapidly. 
About 10,000 outlets, more than 40 
per cent of the total, are now owned 
or controlled by large manufactur- 
ers, big chains and distributors. 

® Someday, suppliers might have 
to buy and retailers might have to 
sell under restrictive controls set by 
a few huge manufacturing com- 
bines. Protests by independent re- 
tailers and manufacturers, and in- 
tervention by the Federal Trade 
Commission and the Justice Depart- 
ment have been unable to stop the 
trend. 

© The union is opposed to bigness 
which would own or otherwise con- 
trol all distributive channels. 





Andrew Geller Shows ‘Clipped Toe’ and Oval for Fall 


NEW YORK—Two new toe char- 
acters made news as Andrew Geller 
presented its autumn collection here 
during the recent Press Week for 
out-of-town women editors. 

These were an oval toe with a 
modified widening of the vamp, and 
a “clipped toe,” squared off at the 
tip, and flattened on top with unob- 
trusive walling. 

To Bert Geller, vice-president and 
director of design and styling, the 
clipped toe represents “‘the new shoe- 
tailoring.” He has used this toe in 
both daytime suit pumps and quietly 
elegant late day shoes, basing his 
confidence in this shape on several 
visits to French and Italian fashion 
capitals to search for ideas. 

Extremely light, soft construc- 
tions, often unlined, are another im- 
portant feature of the new shoes. 
These are being introduced in all 
types of daytime and evening shoes 
with both oval and squared-off toes. 
The news is in the feel as well as 
the look of the shoe. 

Mr. Geller expresses pride in this 
lighter, dressmaker softness. Char- 


acteristic of very expensive European 
shoemaking, and a triumph of shoe 
design and engineering, it expresses 
in shoes the full freedom to be found 
in American clothes today. 

Other style trends in the fall shoes 
are tiny beads or jewels instead of 
stitching to outline new patterns in 
the Andrew Geller Rhinestone 
Sketchbook collection; touches of 
black satin to light up black suede in 
simple daytime pumps and decora- 
tive evening shoes; new two-color 
checkerboard effects; more opened- 
up effects in pumps achieved through 
lower, more curved throat lines, pro- 
phetic of the return of foreshortened 
vamps in the near future, and cut- 
out designs on vamps or to the side. 


Bata of Canada Saluted 


TRENTON, ONT.—The 20th an- 
niversary of the Bata Shoe Com- 
pany of Canada, Ltd., at Batawa. 
Ont., was marked by publication 
of a 22-page commemorative sup- 
plement in the semi-weekly news- 
paper, The Trentonian, here, on July 
14. 


50 Shoe Firms’ Ads Tie In 
With LIA’s Fall Campaign 

NEW YORK—More than 50 lead- 
ing shoe manufacturers and national 
retail chains will tie in with adver- 
tising by Leather Industries of 
America heralding industry-wide 
promotions. All the ads will appear 
during the next three months. 

Thirty men’s brands are tying in 
with a two-page LIA color ad in the 
November issue of Esquire. Featured 
will be “American Continental” styl- 
ing in American leathers. 

Some 16 children’s brands will be 
advertised in the September back- 
to-school issue of Parents’, which 
features a two-page ad by LIA. The 
manufacturers’ ads will be intro- 
duced by the LIA spread and will 
feature Leather Industries’ hide 
symbol with the slogan “Leather 
Shoes Are Better Shoes.” 

In addition, LIA has placed a two- 
page color spread in the August 15 
issue of Vogue with the theme, 
“Beautifully Styled in American 
Leathers.” Stressed is the “‘outstand- 
ing value” and “cherished quality” 
of leather footwear. Some half-dozen 
brands are tying in. 
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THINK WHAT THAT DOES TO YOUR 
PROFIT PICTURE... 


Tingley Rubber Footwear is stocked 
for you by a nearby distributor. 
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specify 


Wherever — however you use fibre board, meet 
your needs with the specialized products of 
National Shoe Board Conference members. 


MAINTAIN YOUR QUALITY STANDARDS WITH NSB 
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June Production: 52 Million 
Pairs, an Increase of 16 Pct. 


WASHINGTON, D. C.—Produc- 
tion of footwear in June totaled 52.3 
million pairs, according to the U. S. 
Census Bureau. 

This figure is 16 per cent above 
the 45.2 million pairs produced in 
June, 1958, and 2 percent higher 
than the 51.4 million pairs produced 
in May, 1959. 

Output of men’s dress and play 
shoes hit 7 million pairs, which is 4 
per cent below the 7.3 million pairs 
produced in May, 1959, but 16 per 
cent higher than the 6 million pairs 
produced in June, 1958. 

Women’s dress and work shoe pro- 
duction in June was 14.9 million 
pairs. This is 4 per cent above the 
14.4 million pairs for May, 1959, 
and a 13 per cent increase over the 
13.2 million pairs produced in June, 
1958. 

Production of all other footwear 
in June, 1959, was 2 per cent above 
May, 1959, and 17 per cent higher 
than in June, 1958. 

Meanwhile, in New York, the Na- 
tional Shoe Manufacturers Associa- 
tion issued its preliminary estimate 


of July production: 51 million pairs, 
or 10.8 per cent more than last 
July’s 46.1 million pairs. 


Shamokin, Pa., Manufacturer 
To Expand, Start New Firm 

SHAMOKIN, PA.—An expansion 
program which will boost produc- 
tion of shoes from 10,000 to 15,000 
pairs per day is underway here at 
Sham-O-Kin Shoe Company. The 
firm manufactures Italian-type and 
California-type shoes for women. 

The number of workers will be 
increased from 350 to 500 when the 
company begins operation on an 
expanded basis about September 1, 
according to Milton Carmel, plant 
manager, and Irving Goodman, sales 
manager. 

The expansion involves formation 
of a new company which will be 
headed by the same principals, but 
which will operate as a distinct unit. 
The new plant will begin operations 
in a 24,000-square-foot area adjacent 
to the main plant of Sham-O-Kin 
Shoe. 

Name of the new company will 
be disclosed later, Mr. Goodman said. 


Ephrata Adds N. Y. Office, 


Expands Instock Feature Line 
NEW YORK—Opening a New 
York office and showroom has 
proved a popular move for Ephrata 
Shoe Company, 
Ephrata, Pa. The 
firm has_ hosted 
visitors from all 
over the U.S. and 
abroad since it oc- 
cupied an office in 
the Marbridge 
Building, 47 West 
34th St., recently 
During its 30- 
year history as a 
manufacturer of 
children’s moderate-priced shoes, 
the company has operated a fac- 
tory. showroom and instock de- 
partment in its home city. 

Ben Tand, who has been the 
company’s sales representative in 
the New York metropolitan area 
for many years, is in charge of 
the newly added Manhattan office. 

Ephrata has been extending its 
instock department of feature- 
type footwear, along with its 
regular lines. 


BEN TAND 
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modvertised in Esquire, True, Argosy and Playboy 
In Stock 
Nationally Advertised 


Volume Styled 


$6.95-$10.95 


write, wire, or call now for 
complete story! 


NASHUA 
MOC-ABOUTS 


MOC-ABOUTS 


men’s & boys’ casuals 


FOOTWEAR CORP., 
250 CANAL ST., LAWRENCE, MASS 


Volume Priced 








WELLCO SHOE CORP. Waynesville, North Carolina 
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Men’s Apparel Keyed 
To Spice Brown Color 


BELOIT, WIS. — Fifteen manu- 
facturers of men’s apparel and ac- 
cessories are cooperating with co- 
ordinated merchandise keyed to 
Spice Brown, men’s fall shoe color 
of Freeman Shoe Corporation, here. 

Names of the firms and their 
merchandise are featured in a 
color-coordinated merchandising 
letter sent to Freeman dealers. 
This is believed to be the first time 
that a shoe color has been coordi- 
nated with every item in a male 
wardrobe. 

The manufacturers have styled 
lines to include Spice Brown or 
have their own adaptable colors to 
help create store-wide color promo- 
tions. 

The letter lists statements from 
manufacturers regarding their col- 
ors and suggestions for tie-in pro- 
motions. Apparel firms listed in- 
clude Kuppenheimer Clothes, Timely 
Clothes House of Worsted-Tex, Inc., 
L. Greif & Bro., Inc., Joseph H. 
Cohen & Sons, McGregor Sports- 
wear and Botany-500. The Kiwi 


Polish Company features a Spice 
Brown Shoe Groomer. 

Accessory firms are Esquire 
Socks, University Socks, Knox 
Hats, Resistol Hats, John B. Stet- 
son Company hats; A. Stein & Co. 
and Swank Inc., leather goods and 
jewelry, and Cluett, Peabody & Co., 
Inc. 


Sandler to Distribute Flats 
Made in France and Italy 


NEEDHAM HEIGHTS, MASS.— 
Ballet-type flats made in France and 
another line of flats made in Italy 
are to be distributed in this country 
by Sandler of Boston, it has been 
announced here. 

The former are to be manufac- 
tured in a specialty shoe factory 
which has been taken over by Sand- 
ler. They will retail at $7.95 and 
$8.95. 

The Italian shoes, to be made ex- 
clusively for Sandler, will supple- 
ment the company’s domestic line 
and will include special items not 
adaptable for production in Sand- 
ler’s American factories. They will 
retail in the $6.95 and $12.95 range. 


Knomark’s Bottner Urges 
Diversification to Lift Sales 

MIAMI BEACH, FLA.—A shoe 
polish manufacturing executive has 
advocated diversification in business 
as a means toward greater profits. 
Irving J. Bottner, president of Kno- 
mark, Inc., New York, stressed di- 
versification not only of products 
but of markets and sales approaches 
as well. 

Mr. Bottner spoke here at the an- 
nual convention of the Shoe Service 
Institute of America. He said the 
manufacturer, middleman and re- 
tailer “all find out that the greater 
the variety of what they have to of- 
fer and the more places they put it, 
the more customers they attract and 
the more sales they ring up.” But 
he cautioned that all segments of 
the diversification program must be 
compatible. 

As an example of successful di- 
versification, Mr. Bottner cited Rev- 
lon, Inc., which owns Knomark. 

He told the convention, “Your ob- 
jective should always be not only to 
attract new customers yearly, but to 
sell new products to established cus- 
tomers.” 
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VIRGINIA OAK TANNERY 


SALES CORPORATION 
NEW YORK 38, N. Y. 
In Canada by BEARDMORE & CO., Limited, Acton, Ontario 


THE WILLIAM BROOKS SHOE CO. 
NELSONVILLE, OHIO 


BROOKS SUCCESS STORY 
@ May shipments 
up 66% 
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up 50% 
@ July shipments 
up 23% 


THANK YOU, from 
“America’s finest shoes 
for boys” 
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IMPORTANT NOTICE TO SUBSCRIBERS 
Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


possible moment. 


When ordering change, please INCLUDE IM- 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


into effect with a minimum of delay. 
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Shoe Designer Marian Woods 
Notes Color Matching Abroad 


NEW YORK — Shoe designer 
Marian Woods, just returned from 
a European trip, found Parisian 
women fond in recent months of 
matching bone or beige in cos- 
tumes, shoes and accessories. An- 
other popular color combination, 
she said, was pale gray with black. 

Miss Woods, designer for Newton 
Elkin Shoe Company, said a trip to 
Europe always offers a refreshing 
new slant. It gives an insight, for 
instance, into the imaginative way 
in which Parisian women blend col- 
ors in apparel, shoes and accesso- 
ries, often not matching them. They 
have combined the soft muted col- 
ors—the greens, violets, blues, li- 
lacs, a new pale April-in-Paris, an 
orangy tone—in new and interest- 
ing ways. 

“I was surprised,” Miss Woods 
also pointed out, “at the absence of 
sandals. The only place where I 
saw them was in the stores of 
Rome.” Halters, she noted, were 
being revived and looked well. 
Pumps reigned supreme and were 
“beautiful everywhere.” Mid-heel 


square-toed shoes looked new. Very 
classic leathers were being used— 
aniline kidskins, finely textured 
calfskins. 


Mears Shows 100 Heel Styles 


NEW YORK—More than 100 ba- 
sic heel styles were exhibited by the 
Mears Heel Company at the Allied 
Shoe Products Show held early this 
month. 

Styles shown included flatties, 
kegs, two-piece wood heels, hard- 
wood heels, wedgies, combination 
aluminum, Grecian heels, Vitalift 
replaceable toplifts, Superior steel 
toplifts, Mearthane toplifts, French 
types, square-top styles and a wide 
variety of special top and side pro- 
files produced on the new Mears 
Incoma lathe. 

These plus a full line of plastic 
heels were exhibited on a revolving 
unit, making what is believed to be 
the largest collection of different 
heel styles ever assembled for a 
single display. 

Also shown for the first time was 
the 3-cup-shallow-heel design for the 
recently introduced tabless shoe con- 
struction. 
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BUILT-IN SUPPORT * EXTRA TOE-ROOM 
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BUILT-UP ARCH 


Retail $10.95 


Complete comfort and luxurious foot freedom . . . a brand new concept 
in casual wear for indoors or outside. Built-up arch gives a firm lift... 
special last affords extra toe-room. Rich, soft glove leather, quality 
craftsmanship. Sizes 6 to 15, A to EE. Natural, Brown and Black. In 
stock for immediate delivery. Order today. 
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Diamond Gardner to Join with 
U.S. Printing & Lithograph 

NEW YORK—Directors of the 
Diamond Gardner Corporation—a 
maker of retail shoe boxes—and the 
United States Printing and Litho- 
graph Company have agreed to 
merge the two companies, subject to 
stockholders’ approval. 

A joint statement by Robert G. 
Fairburn, president of Diamond, 
and William H. Walters, president 
of the United States Printing and 
Lithograph Company, said, “This 
consolidation will strengthen the 
two firms’ position in the printing 
and packaging fields. Estimated 
sales of the combined organizations 
and unconsolidated subsidiaries in 
1959 will total about $250 million.” 

Terms of the merger call for the 
exchange of 2.7 shares of common 
stock of Diamond Gardner for each 
share of United States Printing and 
Lithograph common. The proposal 
involves the issuance of approxi- 
mately 900,000 shares of common 
stock of Diamond Gardner. 

Approval by stockholders of both 
companies will be sought at a spe- 


cial meeting to be called soon. 

According to the statement, Mr. 
Fairburn will become chairman of 
the board and Mr. Walters presi- 
dent of the merged companies. A 
new name will be selected. 


Continental Styling for 1960 
To Feature Burnished Tones 


NEW YORK—Burnished tones in 
browns, greens, bronze and other 
metallic colors will be featured in 
Continental styling for spring 1960, 
according to the Allied Kid Com- 
pany’s ‘‘Supplementary Report: 
Men’s Wear.” 

Some additional conclusions 
drawn in the report are: 

® The influence of wash and wear 
is even deeper and wider than sus- 
pected. 

® Because it can be washed eas- 
ily, white should enjoy one of the 
biggest seasons in history. 

© Three-quarter or clamdigger 
pants are approaching the status of 
an established fashion. 

© A possibility by 1960 is the 
matched work set or ranch outfit in 
rugged cotton. 


3 New Leathers for Spring 
In Pfister & Vogel Collection 


MILWAUKEE — Pfister & Vogel 
Tanning Company is introducing 
three new leathers for spring 1960. 

The first is Corsair, a heavily 
waxed, aniline-finish, rugged, com- 
bination tannage for the new full- 
bodied casual men’s shoe with 
heavier stitching and bolder detail- 
ing. Sauk‘is a rich, full-grain aniline 
in a softer smooth tannage, well 
adapted to the mellower casual line, 
calling for a more pliant leather. 

The third new leather, Ceraglo, is 
a lightly waxed, full aniline-finished, 
smooth leather, mellow to the touch, 
subtle in its shading and pull-up and 
well adapted to dressier men’s and 
women’s casual and men’s dress 
shoes. 

In one of the continued lines, 
Playshu - Peves- Velours, Pfister & 
Vogel is featuring several new colors. 
These leathers are most widely used 
in men’s and women’s handsewns and 
men’s dress shoes. A wide range of 
colors is offered in Moco, a leather 
used almost exclusively for the soft 
casual shoes. 





REPEAT SALES 


One of the most perfect fitting 
shoes in a generation. 
Designed with built-in comfort 


STOCK 


777 


Retailing 
Profitably at $9.95 & $10.95 


98 


Smooth Black Kid 


IN STOCK 

Sizes AAAA thru D 
up to size 11 all 
widths. 


COMPLETE IN-STOCK CATALOGUE MAILED ON REQUEST 
THE P. HAGERTY SHOE (0., Washington CH, Ohio 








and flexibility. 


Patent Trim 


FOR FLEXIBLE 
FINANCING 

THAT GIVES 
INDEPENDENT 
SHOE 
MANUFACTURERS 
FASTER 

WORKING CAPITAL 
TURNOVER 


a 











Hiliam |SELIN ¢ 6. % 


357 FOURTH AVENVE 
NEW YORK 10, N. v. 
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Acme Boot Co. Wins Award 
In Advertising Competition 


PEBBLE BEACH, CALIF.— 
Acme Boot Company of Clarksville, 
Tenn., was honored here by the Na- 
Advertising Agencies Net- 


tional 


Tom Duffy (right), advertising director 
of Acme Boot Company, receives first- 
place award certificate in National Ad- 
vertising Agencies Network's creative 
competition. Making presentation in 
Nashville is George W. Doyne, of Doyne 
Advertising Agency, Inc., Acme's agency. 


work for an integrated national ad- 
vertising and merchandising cam- 
paign. 

A total of 263 entries were sub- 
mitted in the Network’s annual 
creative competition. The Premier 
Award, presented to Acme, is the 
highest given in any category of the 
competition. 


Brauer Bros.’ ‘Kitten Contest’ 
Offers 15 Shoe Wardrobes 


ST. LOUIS—“What is the kitten 
saying to its mother?” To the women 
providing the best answers, Brauer 
Bros. Shoe Company will award 15 
complete shoe wardrobes of Paradise 
Kittens and Kit- 
ten-ettes shoes. 

Part and par- 
cel of the largest 
consumer adver- 
tising campaign 
in Brauer Bros.’ 
60-year history, 
the kitten con- 
test will be re- 
vealed to con- 
sumers in the September issue of 
Ladies’ Home Journal, according to 
Roy Sundling, Brauer’s president. A 
color reproduction of the kitten pic- 
ture, made by the noted photog- 
rapher, Chandoha, will be sent to 
everyone who enters the contest. 

Over 1000 Paradise Kittens and 
Kitten-ettes shoe dealers are ex- 
pected to tie in with the contest. 
They are being provided with com- 
nlete merchandising kits. 


Brauer's Kittens 
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Where to Buy 








IRVIN RUBIN 


Highest Prices Paid 
Complete Shoe Stocks 





Men's, Women's and Children's 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


The House of Jobs 


Will Buy Your Close Outs 
Short Leases Assumed 














ORTHOPEDIC FOOTWEAR 


BOX HANDLERS 








A MODERN CORRECTIVE 
SHOE FOR EVERY 


CO rthopedic NEED 
TARSO SUPINATOR® 


For the postural 
correction of 
fiat feet. 

<— 





TARSO 
PRONATOR® 


For club feet and 
metatarsus varus. 
Pairs or single shoes. 


TARSO MEDIUS® 
Straight, neutral last 
shoe. Detailed to 
match Tarso Prona- 
tor. Pairs or single 

shoes. 
<— 


Tarso Shoes are prescribed by doc- 
ters across America. Write today for 
ilustrated brochure and catalog sheet. 





MARHELL 2 








Represents Three Tanners 


ST. LOUIS — A new firm, Wil- 
liam R. Becker and Associates, has 
been set up here, replacing Amalga- 
mated Leather Companies, Inc. 
Members of the firm remain un- 
changed and include William R. 
Becker, Lewis H. Haupt, Jr., and 
Elmer M. Froehlich. Miss Lily A. 
Weiss serves as secretary to the 
group. 


The accounts handled by the 





GET READY LONG ARM* 


The efficient box hondier 
for your 


RUSH 
BUSINESS 


Long Acme en y ou 
lots of TIME D EN- 
ERGY. 


“trode Mort 


She 











They get Ty shoes q 
from the high shelves in commd 
a jiffy and return the eaves, upside down, 
LONG ARMS with 24" 60" handles, 
$3.50; with 72", $4.50. ta postage in USA. 
Order several. Satisfaction guaranteed. Your 


jobber or 
CARL BEEMAN 
Cedar Heights Road Stamford, Conn. 


JOBS 














Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


BARIS 


79-81 READE ST 


THE sia alia 
CANCELLATION SHOES 
N.Y. 7 + WO 2-5180 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks lll Price Ranges 


he Sadie 








MA 1-3663 





leather representatives are Amalga- 
mated, Geilich Tanning Company 
and John Flynn and Sons, Inc. Of- 
fices are at 11 S. Vandeventer Ave., 
St. Louis. 








Personnel 





ROBLEE McCARTHY 
To Wohl Division 


ROBERT J. YEWELL 
Sales Manager 


Appointed... 


Robert J. Yewell, as sales man- 
ager of the Robin Hood division of 
Brown Shoe Company, St. Louis, 
succeeding Roblee McCarthy. He 
is a former sales representative for 
the Mound City division and has 
been with Brown Shoe since 1940. 
Mr. McCarthy is joining the Weth- 
erby Kayser Company, a retail divi- 
sion of Wohl Shoe Company with 
seven stores in the Los Angeles 
area. 

Jack M. Hagerty, as general man- 
ager of the P. Hagerty Shoe Com- 
pany, Washington Court House, O. 
He succeeds his father, Stan Ha- 
gerty, who died recently. 

C. Elmer Logan, as sales repre- 
sentative for the Risque division of 
Brown Shoe Company, covering 
Virginia, West Virginia, Maryland 
and the District of Columbia. 

Mrs. Edna Forster Pop, as sales 
representative for Baby Deer Shoes, 
division of the Trimfoot Company, 
Farmington, Mo., covering the Pa- 
cific Northwest. 

Joseph W. Bernstein, as eastern 
sales manager, a newly created 
post, for Plastix Footwear Corpora- 
tion, Los Angeles. He will be in 


DEWEY RAWLS 
Resigned 


WALTER JOHNSON 
To Queen Quality 


100 


OLIVER REED, JR. 


JOSEPH BERNSTEIN 
Named by Peters 


Joins Plastix 


the company’s New York office. 

M. R. (Dick) Collins, as sales 
representative for the Rhythm Step 
line of Johnson-Stephens & Shinkle 
Shoe Company, St. Louis. He will 
cover the Pacific Northwest. 

Oliver M. Reed, Jr., as sales rep- 
resentative for the Peters division 
of International Shoe Company, St. 
Louis, covering western Oklahoma 
and the Texas Panhandle. He re- 
places James McDonald, who re- 
tired July 1. 

Edwin M. Ward II, as sales repre- 
sentative in northern Texas for 
Peters division, International Shoe 
Company. He replaces Herbert J. 
Johnson, who resigned. 

Walter R. (Johnny) Johnson, as 
sales representative for the Soft 
Pedals line of International Shoe 
Company’s Queen Quality division. 
He will cover Alabama, Florida, 
Georgia, Mississippi and the Caro- 
linas, with headquarters in Win- 
ston-Salem, N. C. He _ succeeds 
Dewey Rawls, who resigned. 

J. W. Gurkin, Bill Johnson, Ben 
Tand, E. L. Agrati and Les Wei- 
gand, as salesmen for The William 
Brooks Shoe Company, Nelsonville, 
O. Mr. Gurkin will cover Texas, 


A. H. BOUDROT 
Elected a VP 


CECIL A. BROWN 
New Territory 


Oklahoma and New Mexico; Mr. 
Johnson, Michigan; Mr. Tand, met- 
ropolitan New York; Mr. Agrati, 
New Jersey, and Mr. Weigand, the 
Pacific Northwest. 

Paul Freund, as sales manager 
for the Fern and Midland divisions 
of Shoe Corporation of Canada, 
Ltd., with headquarters in Toronto. 
He had been Ontario sales repre- 
sentative and administrative assis- 
tant to the vice-president for nine 
years. 

George Hunter, as sales repre- 
sentative for Hewetson of Canada, 
Brampton, Ont. He will serve 
northern and eastern Ontario in 
conjunction with his brother, Walt, 
a veteran Hewetson representative. 

William F. Flower, as sales man- 
ager for the Custom Foam Prod- 
ucts division of Crown Rubber 
Company, Fremont, O. 


Elected... 


A. H. Boudrot, as a vice-president 
of Plymouth Cordage Industries, 
Inc., Boston. He is sales manager 
of the company. Formerly with 
United Shoe Machinery, he joined 
PCI when that company was 
formed to operate the J. C. Rhodes 
shoe eyelet and W. W. Cross shoe 
tack and nail plants. 

William M. Klothe, as president 
and a director of the Pellon Cor- 
poration, New York, makers of non- 
woven chemo-textiles. Since 1957 
he had been vice-president in 
charge of sales. 


Transferred... 


Cecil A. Brown, from the Pacific 
Northwest territory to the Missouri 
Valley region as sales representa- 
tive for Baby Deer Shoes, division 
of the Trimfoot Company, Farming- 
ton, Mo. He replaces Charles 
Laube, Jr., and will have headquar- 
ters in St. Louis. 

Don Greenberg, from the Vir- 
ginia-West Virginia-Maryland-Dis- 
trict of Columbia territory to the 
Ohio-western Pennsylvania-western 
New York territory as sales repre- 
sentative for Risque division of 
Brown Shoe Company, St. Louis. 
He replaces Phil Eisen, who has 
resigned. 


Boot and Shoe Recorder 





Wanted to Purchase 








CASH 


TOP. PRICES 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire nod fast ace 
PLEASE DON'T raised siauraia amas. 
CAUSE AUNT JENNIE IS JEALOUS Fine Footwear FOr OVER 43 YEARS 


UNCLE Louls Camitta & Son MOSINGER - COHN 


91 Reade St., N. Y. C. WOrth 2-5063 235 | 
Wash gt ) 


MA 1-3663 


FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 
OVERJOYED you surely will feel like kiss- 
Ing him. 























Any quantity...any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action 
write, wire or phone immedi- 
ately. 


M. K. Weil Shoe Oo. 
1215 Washington Avenue 
St. Louis 3, Mo. 

CE. 1-4898 CK. 1-3762 
Quality Shoes Since '32 
“While in Town See Weil’’ 








TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 

















\ C/I BARIS BUYS for CASH 777 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 

THE NATION'S FINEST 

CANCELLATION SHOES 


Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 
79-81 Reade St. « md .* © Tel: WOrth 2-5180 
YY MVVVM@@DM@@CMM@@@@@@ MMMM}. 


\ Will 


closeouts 
e surplus 
. discontinued 


146 DUANE $T., 04. ¥.¢. 














WE PAY MORE [.,ous¢ WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. ivanhoe 1-9630 








Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 




















B. & R. PAYS THE LIMIT 


CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED 3 
YOUR NAME PROTECTED Hi 


B. & R. SHOE CORP. 74 Reade Street, New York 7,N. Y. WOrth 2-6358 


WE BUY 


Phone or wire 
collect 





M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West, Séwey New York City 
- Beekman 3-0141-2 




















TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 
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Classified and Want Ads 


WANTED TO PURCHASE WANTED TO PURCHASE 








FOR SALE 


KELLY PAYS TOP PRICES GRAND RAPIDS SOLID WALNUT & BIRCH 
CLOSE OUTS COMPLETE SHOE STORES 1 Fea Setins for aprox 2.100 ais of Womens 
ODDS AND ENDS ag IE IN ge 
Men's, Women's, Children's Shoes a ec 

and Rubber Footwear 454 No. Queen St., Lancaster, Pa. 
Buyer available within 24 hours after contact 


KELLY SALES INC. MERCHANTS’ NEEDS 
1603 South Michigan Ave. Chicago, Illinois 
Phone or Wire Collect Wabash 2-3797 












































/Ntats AND Uilevas 


FOR. VOUR 


WILL BUY FOR SALE NEWSPAPER ADVERTISING 


ANY PART OF YOUR SHOE STOCK; —if you advertise in newspapers 


Men's, Women's, Children's. FAMILY SHOE STORE, VOLUME write today for free samples of 
AROUND $40,000. Located South Jersey. 


OSCAR TRAISTER SHOE COMPANY Reanonable. Reply to Box, 570, Boot amp Snot | | 1. Sterling Shee Mat Service 











RecorDer, Chestnut 
207 Essex Street, Boston, Mass. phia 39, Penna. An outstanding service of 
carefully written copy, photo- 
, CHILDREN’S SHOE STORE WANTED: graphs and beautiful art work 
Oo . $75 ) 25 , % ‘ s - ‘ . . 
ee Oa See aoe eee OS FAMILY SHOE STORE, OVER 20 for direct mail and newspaper 
wormage woe Ay ri YEARS IN  HIGH-GRADE NEIGHBOR- advertising. 

a Be , HOOD in Milwaukee, WISC. Volume over 
$40,000 in quality lines. Ideal for couple. 


& 
Reply to Box 596, Boot ann SHoe ReEcorper, 

DISPLAY Chestnut & 56th Streets, Philadelphia 39, Penna. 2. Vincent Edwards Idea Clipping 

Service 
Bi as pita hay sae Actual newspaper tear sheets of 
PRICE TICKET HOLDER FOR SALE: FAMILY SHOE STORE. to ae doe sen ee weed 
retin neg ah ag Sg ge the exact stores and cities You 
Gold, Silver, Clear $30,000, plus fixtures. Going out of business want to see or leave a 

, oF ‘ on account of owner’s death. Reply to: THE our advertising stati. 

$36.00 Gross Half Gross $18.00 SHOE SHOP, 217 Center Street, Meyersdale, tion to our q 


CAMERON COMPANY DISPLAYS sis ° 
Sheds VINCENT EDWARDS & CO. 
_— yo — World’s largest advertising 


FOR SALE: APPROXIMATELY 30,000 cersies ernanization 
pairs of WOMEN’S PUMP SHOE LASTS, ore 
18/8 to 23/8, Needle Point, Modified, and 342 Madison Ave. 


Round Toes. Reply to Box 572, Boot anp 
SuHoe Recorpver, Chestnut & 56th Streets, New York City 


Philadelphia 39, Penna. 


CLASSIFIED 


ADVERTISING RATES ORDER BLANK 


UNDISPLAYED BOOT AND SHOE RECORDER 


20¢ a word 
Chestnut & 56th Sts. 
Minimum (18 words) . .$3.60 Philadelphia 39, Pa. 


Box number, extra... .$2.40 
Your name and address Shee 3 — 
charged at 1 rete. ere is my want-ad: 
Street number one word 


DISPLAYED 


$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior te 
publication date. 


NOTICE: : 
Classified Advertising Enclosed is Check 0 
is payable in advance Please check if box No. is Wanted (] Money Order 0 
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Classified and Want Ads 








SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 











MEN'S SHOE 
SALESMAN 


Bates Shoe Company has an opening 
in Southeast territory (N.C., S.C., GA., 
ALA.) for a shoe salesman. Must have 
successful shoe sales experience on a 
wholesale level. Ability to organize and 
travel large territory important. Knowl- 
edge of promotion and merchandising 
techniques at shoe retail level required. 
Outstanding opportunity to represent a 
fast growing—well established, medium- 
priced men's shoe manufacturer—includ- 
ing well known Floater and Pompeii cas- 
uals. Mail detailed resume (complete 
with business and personal references) 
in confidence to: 


Bates Shoe Company 
Park Street, Webster, Massachusetts 
Att.: Mr. Charles Wilbur. 











PACIFIC NORTHWEST 
SALES REPRESENTATIVE WANTED 
Manufacturer of Branded Medium 
Price In-Stock Women’s Dress, semi- 
dress, and Arch Shoes. Strong Line. 
Liberal Commission. Replies Confi- 
dential. 


Reply to Box 590, BOOT & SHOE RECORDER 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














FACTORY MANAGEMENT 








HEVERLE and HAY 
121 North Broad Street 
Philadelphia, Pa, 


Specialists in Leather Saving, cutting 
control, and all shoe management 
problems. 














SIDELINE SALESMAN WTD. 





BRILLIANT BROTHERS COMPANY 


190 Lincoln Street 

Boston 11, Mass. 
National Distributor Men’s Popular 
Price Dress and Work Shoes—ex- 
elusive or side-line, Territories: 
Louisiana, Mississippi; Washington, 
Oregon; Kansas, Missouri, Ne- 
braska, Iowa. Enclose resume and 
references. 











NATIONAL DISTRIBUTOR MEN’S 
DRESS AND WORK SHOES; exclusive terri- 
tories: Ohio; Alabama and Georgia; Florida. 
With draw account and bonus. Enclose res- 
ume; references and Photograph. Reply to 
Box 592, Boor ann SHoe Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 





MANUFACTURER’S REPRESENTATIVE 
WANTED: Experienced man (or men) to 
handle full line of outdoor footwear in Missouri, 
Towa and Minnesota. Fine, quality line com- 
parable to Red Wing and Chippewa. Very little 
established business in territory offered. Out- 
standing opportunity for the right man. Ad- 
dress replies, with resume, to Bone-Dry Shoe 
Manufacturing Co., Neosho, Missouri. 





SALESMEN WANTED 


Thirty Samples Small Children’s Shoes, all stocked ; 
medium priced. Established Manufacturer. Liberal 
commissions paid monthly; Also Mail Orders. 
Samples weigh five pounds. States open: Ohio, New 
York, Indiana, Illinois, Wisconsin, Iowa, Nebraska, 
New selling plan that repeats. 


DELIGHT SHOE COMPANY 
631 North St., Cincinnati, Ohio 











EXPERIENCED TRAVELING SHOE 
SALESMAN. Aggressive man, with follow- 
ing, for Northern Ohio and Western Pennsyl- 
vania territory. Complete Line of Men’s and 
Boys’ shoes, boots and oxfords. Commission 
and guarantee. Give trade references and state 
experience. JUNG SHOE MFG. CO., She- 
boygan, Wisconsin. 





OPPORTUNITY FOR EXPERIENCED 
SHOE SALESMEN: Manufacturer of com- 
plete line of Children’s Shoes seeking represen- 
tation by experienced salesman who at present, 
or has been in the past, associated with Whole- 
saler handling children’s shoes in the Popular 
Price Bracket. Large in-stock and make-up. 
Contacts and connections for immediate sales 
necessary. Very atractive proposition available. 
Reply to Box 589, Boor ann SHoEz REcorRDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna, 





WANTED: TWO EXPERIENCED TRAYV- 
ELING SHOE SALESMEN. One to cover 
Chicago and one to cover Pittsburgh and West- 
ern Pennsylvania. Applicants must be familiar 
with men’s shoes; must’ be experienced travel- 
ing men, and it will be extremely helpful if appli- 
cants have a following in the territories de- 
scribed. Commission rate 7%. Reply to Box 
594, Boor anp SHOe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





HELP WANTED 











OPPORTUNITY ! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write: 


NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 














WANTED 
SIDELINE SHOE SALESMAN 
To handle a Line of Women's Novelty 
Shoes to retail for $5.95 and $6.95, 
Wisconsin and Minnesota territory. 


Shoes shipped from Chicago. 


Reply to Box 588, BOOT & SHOE RECORDER 
estnut & 56th Sts., Philadelphia 39, Pa. 











SHOE LAST MODELMAKERS 


Experienced on Line Models or some Practical 

Experience in Model Room, for Midwest 

Factory. Apply by mail, stating age, experi- 

ence, and if presently employed, for con- 

fidential interview. 

Reply to Box 591, BOOT & SHOE RECORDER 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











OPPORTUNITY 
SALES EXECUTIVE 


Old Line Company plans to ex- 
pand their In-Stock Line of 
Men’s Shoes with an exclusive 
feature. Opportunity for man 
capable of expanding and head- 
ing sales organization. All in- 
formation will be held in strict 
confidence. 


Reply to Box 593, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 
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SALESMEN: MANUFACTURER OF 
MEN’S AND BOYS’ BONWELTS desires 
Sideline Salesmen. Open stock; 6% commis- 
sion; fast compact line. One sample case. Many 
active territories open. Reply to Box 587, Boor 
AND SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





EXPERIENCED SALESMAN WANTED 
to represent Nationally Known Line of Juvenile 
Styled Cement Footwear. States open are: Ala- 
bama, Florida, Georgia, Mississippi, New York, 
and Pennsylvania. If interested in any other 
territory, write. Will consider. All replies 
confidential. Reply to Box 595, Boor anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 





MANUFACTURER OF POPULAR PRICE 
MEN’S DRESS LINE expanding production, 
and needs established salesmen in the follow 
ing territories: Virginia, South Carolina, 
Louisiana, Arkansas, Oklahoma, Kansas, Mis 
souri, Illinois, and Indiana, High commissions 
paid weekly. Spring Line ready by Septem 
ber 15. Reply to Box 479, Boor ann SHOE 
Recorver, Chestnut & 56th Streets, Philadel- 
phia 39, Pa. 





WANTED: SALES REPRESENTATIVE 
for Southwest Territory, Kansas, Oklahoma, 
Arkansas. Missouri. Complete Line of top 
quality functional feature shoes. Established 
accounts. FOOT-SO-PORT SHOE COM- 
PANY, Forest and Westover, Oconomowoc, 
Wisconsin. 


LEADING MANUFACTURER OF ARCH 
SUPPORTS AND ORTHOPEDIC CORRE( 
TIONS has opening for an experienced sales 
representative in the Midwestern States. Give 
references and qualifications. Replies will be 
kept strictly confidential. Reply to Box 598, 
Boot anp SHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 


HELP WANTED 














DISTRICT SALES MANAGER 


To supervise sales and distribution of high- 
grade men's imports—In-Stock and Make- 
Ups. Available districts Eastern Seaboard 
and Southwest. Very attractive offer for 
right man. All replies held strictly confi- 
dential. 
Reply to Box 582, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 














FOR SALE 


ATLANTIC CITY, N. J., Retail Shoe Store, 
Established over 25 years in 100% Business 
Location. Present owner retiring. Very attrac- 
tive Fixtures. Will sell Lease and Fixtures 
with partial stock, All Stock, or no Stock. Best 
location in Atlantic City. Have well advertised 
franchised lines. H. G. MYERS & CO., 
Schwehm Bldg., Atlantic City, N. J Dial 
AT. 4-3196. 








JUVENILE SHOE STORE, LOCATED 
IN MARYLAND. Better Grade Shoes. Vol 
ume $85,000. Low rent. Will sell for stock 
at cost and reasonable price on fixtures. 
proximately $30,000. Reply to Box 597, 

AND SuHoe Recorver, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 
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IMPORTANT 
ANNOUNCEMENT! 


y 4G ipl * 


indestructible 
Boulevard’ Nylon velvet by 


f Oe 


_ 


now available for shoe trade 


Wondervel® is the preferred 100% Boulevard” nylon velvet, formerly confined to few 
designers. Stepped-up production now makes Wondervel® available to more leaders in 
the shoe trade. 


Be the first to feature Wondervel® for your casual, play, children’s, back-to-school, and 
dress-up shoes. It’s the surest way to add a luxury look to your line, and pull down your 


costs on uppers. 


Enjoy volume sales on Wondervel® —the powerful nylon velvet scientifically developed 
by Wimpfheimer in the richest, most expensive finish ever produced for shoes. 
Distributed direct or through reputable dealers. : 
Wimpfheimer 
4th Year as 
WONDERVEL® 100% NYLON VELVET cata 
Low Cost with an Expensive Look producers 


Durable Finish Washable ft tase 
Scuff-proof Shuns dust 


velvets 
Snubs marks 


* * * 
Extensive consumer, retail, and merchandis- 
ing campaign offered FREE to Wondervel® A “ Wi M P F H E I M E R & B R 0 i i N C . 


users. Write for full particulars. 
350 Fifth Avenue New York 1 





®Registered 
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Index to Advertisers 


This Advertisers’ Index is published as a convenience and not as part of the advertising 
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A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 
adds the profit, because it’s the 
preferred boot. 


This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots, 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money... 
with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 
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GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 








United servicemen can help your 
operators by keeping their machines in top condition. 
Poor shoes can be the result of worn machinery. 
Toes may not be lasted down to the wood, inseams 
trimmed high, stitch separating erratic. These and other 
defects can result from gradual wear in your machinery. 
Consider the investment in United service as a means 
of increasing profits. A ‘‘second”’ or ‘‘reject”’ stamp is an 
expensive way to pay for lack of proper machine 


SERVICE 


PARTS maintenance. Let us help your operators turn 
out their best work. 


UNITED SHOE MACHINERY CORPORATION 
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Style 9298 i ‘Style 9481 
MONACO Last MONACO Last 


IMPECCABLY ENDOWED 


Edgerton style standards come straight 
from the shoe style epicenter of America 
... Nunn-Bush. Edgertons also reveal 
their Nunn-Bush parentage by a fit 
and feel which are the wonders of the 
shoe industry for the Edgerton price 


range. Shadow Browns, the new man 


mode, are deep-dyed leathers enriched 


to match the fascinating “burnished 


brown” new suiting fabrics. 


from $] 2. 95 


See your local Edgerton Dealer 


NUNN-BUSH SHOE COMPANY *« MILWAUKEE 1, WIS 


Cdperlove 


SHOES FOR MEN 


DIVISION OF NUNN-BUSH 


Style 8442 
STAFFORD Last 


Style 9495 
STAFFORD Last 


Style 9484 
BADGER Last 
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don’t fx nce thase 
Young feet in, : 





give "em room to grow! 
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YOU MAKE THE FIRST SALE... 
YOUR RECORDS MAKE THE NEXT. 


Keeping Stride Rite records is the key to sales that follow 
sales. It works in two ways. The weekly size-up watches 
your inventory, gets you ready for the next sale. Your 


record card for each mother’s purchase cues you to send 
the reminder card. That one brings her back for the next ITE 
pair. Always having what she wants, always proving your 

continued interest — these are the ingredients of good bist tiie thts: in. Machen thc. 
will. They’ve been associated with the Stride Rite name, 

and with Stride Rite retailers—for all these many years. 





